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Rough Proofs 


Henry Ford narrowly escaped in- 
jury in an automobile accident the 
other day. At his age, he ought to 
be careful about riding in those 


small cars. 
* 7 7 


The Postoffice Department is go- 
ing after the holiday trade with a 
new variety of stamped envelope. 
Distribution has already been ob- 
tained, and the retail salesmen are 
reported to be enthusiastic, so the 
new product ought to go over big. 

* * * 


“Bring back beer!” is proving, 
they say, a good slogan for a New 
York meat advertiser. It would 
seem, though, that the copy would 
tend to make the reader thirsty in- 
stead of hungry. 


* * * 


Big Bill Thompson, mayor of Chi- 
cago, has had his alleged million- 
dollar lottery scheme okayed by both 
the Postoffice Department and the 
Federal Radio Commission. Now all 
he has to do is to get someone to 
use it. 

~ * * 


“A former associate of Thomas 
A. Edison” is quoted as saying that 
this nation “is bound to be enslaved 
by its own machinery.” After emit- 
ting this, he probably went out to 
his car and drove down-town to take 
in the latest sound movie, leaving 
the furnace to be automatically con- 
trolled with a temperature regu- 
lator. 

*” * * 


The machine age may have en- 
slaved us, but it has also given 
people who would otherwise be dig- 
ging potatoes, chopping wood and 
drawing water enough leisure in 
which to write essays discussing the 
disadvantages of machinery. 


* * * 


From instructions received with 
Christmas (not Xmas) desk-calen- 
dar: 

“Loosen the knurled nuts and pull 
the sheets down one at a _ time. 
Leave a small clearance between the 
knurled nuts and the plates. Give 
the knurled nuts several turns to 
the right, so that the plate does not 
become too loose.” 

But by that time the recipient’s 
own knurled nut has probably be- 


come loose. 
o* * 


“Throw those pills away!” is the 
headline of a current advertisement, 
but it is necessary to read further 
to learn whether the American To- 
bacco Company or the American 
Medical Association should take 
affront. 

* * ok 


A lot of charming society people 
posed in furs and hats and in close 
proximity to electric refrigerators 
and other articles of commerce, in 
order to put a kick into advertise- 
ments for their dearest charity. 
After looking over the result, I’d 
say the professional models prob- 
ably will be permitted to keep their 
jobs. 


* * * 


A form letter intended to sell the 
services of an advertising writer re- 
fers to “a man whom he says has 
these qualifications.” And among 
them is the ability to sock dat old 
debbil, English grammar, right on 


the nose. 
7 - cs 


With ping-pong again popular 
and miniature golf going good, why 
doesn’t some great promotor under- 
take to revive tiddle-de-winks? 


Copy Cus 


KEY MEN ASKED 
TO POOL IDEAS 
ON PROSPERITY 


Sherman Corporation Queries 
20,000 Leaders 


New York, Dec. 18—The Sherman 
Corporation is conducting a survey 
to ascertain whether or not there is 
any agreement as to methods by 
which the return of prosperity may 
be hastened. 

The company is asking 20,000 
business leaders to express them- 
selves and are providing a form on 
which this may be done. 

This form groups factors of first 
importance under two heads: “Gov- 
ernment Action” and “Private In- 
itiative.”’ Under the former are sug- 
gested: 1, tariff adjustments; 2, 
plans to curtail raw commodities; 
8, reduction of taxes; 4, amendment 
of anti-trust laws; 5, modification 
or repeal of Volstead Act; 6, stimu- 
lation of public works, and 7, ad- 
justment of gold reserves. 

Under “Private Initiative” come: 
8, shorter working hours; 9, lower 
wage rates; 10, lessening of compe- 
tion by mergers or through trade 
association practices; 11, easier com- 
mercial bank loans; 12, lower retail 
prices; 13, more liberal buying; and 
14, business action, such as intensi- 
fied management, improved manu- 
facturing procedure, reduced oper- 
ating costs, development of new 
products, revised sales and mer- 
chandising plans, or more adver- 
tising. 

However, recipients of this form 
are invited to express any other 
thoughts they may have along this 
line. 


Outdoor Industry 
Launches Campaign 
for Farm Products 


The mammoth outdoor advertis- 
ing campaign pledged at its annual 
convention in October by the Out- 
door Advertising Association of 
America to stimulate the sale of 
farm products, was launched this 
week with the display of 32,000 24- 
sheet and other posters in 17,000 
cities and towns throughout the 
country. 

The campaign, which has been 
formally accepted by the United 
States Department of Agriculture 
through the Grain Stabilization Cor- 
poration of the Federal Farm Board, 
will run five months, instead of 
four, as originally planned. All but 
the initial poster will bear the em- 
blem of the Grain Stabilization Cor- 
poration. 

The campaign represents a space 
cost of more than two million dol- 
lars, which is the contribution of the 
Outdoor Advertising Association and 
its members to prosperity in general 
and that of agriculture in particu- 
lar. 


Bakers Participate 


Production costs aggregating 
about $200,000 have been pledged 
by some of the country’s large bak- 
ing institutions. 

While there was a strong bakery 
flavor around the initial poster in 
the series, others will argue more 
directly for the farmer. The second 
piece of copy will say, “Eat more 
farm products and you speed up 
industrial employment. Until the 


farmer is successful, industry will 
not be fully employed.” 
It was originally proposed that 


the poster copy feature endorse-, 


ments of bakery products by such 
men as Will Rogers, Floyd Gibbons 
and Graham McNamee. This fea- 
ture was finally eliminated, how- 
ever, in favor of copy with a 
heavier emphasis on products of the 
farm. 

The resolution authorizing the 
campaign was introduced at the 
Milwaukee convention of the Out- 
door Advertising Association of 
America by Kerwin H. Fulton, pres- 
ident of the General Outdoor Ad- 
vertising Company. 

The original idea, however, is 
said to have been that of Ivan B. 
Nordhem, of Nordhem Service, Inc., 
New York. 


Adopt Resolution 


The resolution adopted by the 
association at its Milwaukee con- 
vention said in part: 

“Be it resolved, that the Outdoor 
Advertising Association of America 
offer without cost to the Government 
of the United States the facilities 
of the poster panel service of its 
members, located in more than 
18,000 communities and reaching the 
entire consuming population of the 
country, for a four-months’ display 
of colorful and forceful messages 
designed to increase consumer de- 
mand for farm products and thereby 
substantially stimulate the speedy 
return of prosperity to the nation.” 

The association has been con- 
spicuous in similar campaigns in 
the past. During the war it donated 
space worth many millions of dol- 
lars for Liberty Loan advertising. 
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Walter E. Shearer, 


Appropriate ceremonies marked the firing 
of the first gun of the new campaign in In- 
dianapolis. Charles M. Bryan, branch man- 
ager for the General Outdoor Advertising 
Company, is shown posting the first board. 

Others present were R. A. Roblee and 
Ralph W. Wishard, General Outdoor; 
president, 
County Farm Bureau; John Leerkamp, 
president, Indianapolis Vegetable . Assn.; 


[=| One slice more each 
meal will do it 


“a 


” 


tural agent, 


Marion 


Clarence Henry, Marion County agricul- 


re 
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Lewis Taylor,vice-president, Indiana Farm 
Bureau Federation; James R. Moore, editor, 
The Hoosier Farmer; Walter Ristow, presi- 
dent, Indianapolis Greenhouse Assn.; W. R. 
Bell, president, and Harry S. Rogers, secre- 
tary, Indiana Outdoor Advertising Assn.; 
and H. S. Mullseman and R. E. Verins, of 
General Outdoor. 


AUTOLATRY IS 
POTENT APPEAL, 
AVERS COMRIE 


Curiosity and Thrift Complete 
Trio 


Frank M. Comrie, president of the 
Chicago advertising agency of that 
name, gave following speakers some- 
thing to shoot at when he delivered 
a remarkable address at the School 
of Commerce, Northwestern Univer- 
sity, Chicago, December 18. 


Mr. Comrie’s subject was “Funda- 
mental Appeals in Advertising,” and 
he created a keen demand for dic- 
tionaries when he defined basic ap- 
peals as curiosity, cupidity or thrift, 
and autolatry. Those who sought 
the aid of Mr. Webster found that 
“autolatry” is self-love. 

Mr. Comrie said that Dr. Na- 
thaniel C. Fowler, of Boston, was 
probably the greatest master of ad- 
vertising who has ever appeared in 
this country. He was author of this 
statement: 

“I would rather get ten words 
inside a man’s head than write a 
thousand words which never get 
past the entrance to his brain.” 


“Dr. Fowler was an ardent advo- 
cate of the written word, set in type, 
without the use of illustrations, bor- 
ders or other decorations,” said Mr. 
Comrie. 


No Help Needed 


“He believed that if a message 
had a strong enough appeal, it 
would be read and remembered with- 
out these extraneous aids. Among 
his many accomplishments, he made 
the first and most exhaustive sur- 
vey of one of the greatest Ameri- 
can industries that has ever been 
made.” 


Mr. Comrie suggested that a 
method of evaluating copy is to 
strip it of its frills. 


“It is an interesting study,” he 
said, “to select 10 or 20 of the most 
effective advertisements in a publica- 
tion, and have the copy typewritten. 
When the messages have been sepa- 
rated from their decorative illustra- 
tions, colors and ornamental typog- 
raphy, study the written words 
critically and judge for yourself 
what sort of an appeal these adver- 
tisements make.” 


Mr. Comrie pointed out that no 
serious study has been made of mass 
psychology as applied to advertis- 
ing, and that this field remains wide 
open. 

He reminded his audience that ad- 
vertising has not merely changed 
the customs and buying habits of a 
nation, but has actually given a new 
meaning to words. 


Old Words, New Meaning 
“A certain product has been so 
effectively advertised,” he said, “that 
we think of soap when we see 
‘Ivory.’ There is a reason why we 
thing of ‘watch’ when we see ‘El- 


| gin.’ 


“ ‘Lux’ means light, but we think 
of soap chips when we see that 
word. ‘Sunkist’ means oranges and 
‘Big Ben’ doesn’t moan St. Paul’s 
Cathedral, but an alarm clock made 
in LaSalle, Ill. 

- “*Pord doesn’t mean a passage 
across a river, but a popular motor 
ear. ‘Gold Dust’ reminds us of a 
soap powder rather than the gold 
rush of 1849, and if anyone says 


(ot ale ah Aen ; as ; =a me ee Se 
ial q ; . 
he 
© SsSssSSSs}3;>oSaeS$S$S$c_c»_=_S$—SsahahDWWoOWO00—@00—~°os06—0—0—0—0@O090O09DmO9m9mRDMRHHHHHHHRH9R99OOOOoOoOoOoOoooDoDoOoooooooOOOoOOO0MN$0$$@OqHuO—DOqO09BWw0wua 0 q - 
None as ee ee a. 
; a. nn ml ey [RR RR PO Mm i " 
os | P 
” ' 
{ 
' 
ee | §€ 
ae 
: ee 
| | a 
a . 
a 
i 
i 
| 
| 
ee | | | 
| PS 
! 
; 4 
| q 
ae oe : ees 
| ee 
- | Be 
ig | SOL HESP | 3 ae 
oa Cr) Oa a 
i : re « Outdoor Ady if : bs 
wr ; ne Y H 
Ne \// 
} / 3 dele eee 
XY ps . a : oa eee BO t . 
Our childs h 2) | 
__. ME CANSOlve the and bit 7. 4 ! 
rh. ee eee eee iq 
| |  >—_ . 4 
e c~ feo? be | on 
. © be EE fe i ee ee Coo 
& - —_| ; va gh a , im | , 
‘ 2.8 2 = «ace 2 Pees. | 
7 Te eB. 1 Serre 
mie ote aaa ._ ' | ! 
18  § FD 4 
? _t e + a. oe | y 
ate oy | \ 
e a oe ~ ne . eee } 
= ~ i . =, ~ ce a | 
4 _ : . = ‘ ‘ Z Li ft 
: — =e =F —! s 2 é ne ~<a f 
RC i 
i 
| 
a | 
a _ 
4 
| | _ i: 


ADVERTISING AGE 


December 20, 1930 


‘Standard,’ we are likely to think 
of oil.” 

The price of advertising success is 
constant study, he said, since ad- 
vertising renews itself in cycles of 
seven years. 

Mr. Comrie discussed two well 


known types of advertising copy in | | 


these words: 

“Many years ago it was common 
practice for advertisers to use an 
alluring display line which was so | 
intensely interesting that the wooo 
vertisement was read almost before | 
the reader knew it. There was a 
widespread reaction against that 
type of copy. 

The Modern Way 


“The modern illustrated feature 
story advertisement is so cleverly 
ornamented and so alluringly writ- 
ten that it does not have the same 
reaction as the old type of sur- 
prise copy. It contains real infor- 
mation and does not produce the 
feeling of disappointment of the old 
school, which started out with a sur- 
prising statement and ended up by 
telling you to use somebody’s pills 
or blood purifier.” 

Good examples of this new tech- 
nique may be found in the advertis- 
ing of Pond’s, Fleischmann’s Yeast, 
Aluminum Company of America, 
Parke-Davis, Squibb, Ford Motor 
Company, and others, he said. 

Commenting on sampling, he said 
that the majority of experts believe 
a payment of some kind is prefer- 
able to free samples. 

Mr. Comrie suggested that more 
effort might well be devoted to in- 
fluencing the buying habits of boys 
and girls. 

“Men and women buy many 
things,” he said, “as the result of 
advertisements they read when they 
were boys and girls, without realiz- 
ing in the slightest degree the motive 
which influenced them in buying. 
Some may call this good will, but in 
fact it is a tangible result produced 
by advertisements which were read 
many years ago, and never forgot- 
ten.” 


Publisher Dies 
Harry Gummer, publisher of the 
Guelph (Ont.) Herald, died in that 
city last week. He spent a half cen- 


tury in the newspaper field. 


DISCUSSES COPY 


Frank M. Comrie 


A. B. P. Holds Chicago 
Zone Meeting 


A meeting of the Chicago zone 
members of the Associated Business 
Papers, Inc., was held at the Union 
League Club in Chicago December 8 
under the direction of E. T. How- 
son, of the Simmons-Boardman Pub- 
lishing Company, chairman of the 
zone. Warren C. Platt, of National 
Petroleum News, Cleveland, presi- 
dent of the A. B. P., presided. 

The meeting included an after- 
noon and evening session, the latter 
built around the monthly meeting of 
the Dotted Line Club, made up of 
business-paper salesmen in Chicago. 
Committee reports and _ business 
forecasts similar to those which 
were presented at the fall confer- 
ence of the A. B. P. in November 
were given. 

The editors who reported on the 
business outlook included W. W. 
Deberard, Engineering News-Rec- 
ord; Samuel O. Dunn, Railway Age; 
Paul I. Aldrich, The National Pro- 
visioner; Arthur L. Rice, Power 
Plant Engineering, and A. Scott 
Dowd, The Paper Industry. The re- 
ports were summarized by F. M. 
Feiker, managing director. 


MAKE DETROIT 


YOUR 


BEST 


TERRITORY 
° 
* 
* 


There’s a way — 


There’s a proven way — 


A proven, quick way — 


At a LOW COST utterly inade- 
quate through other means to 


obtain a like, ceaseless presenta- 
ee & ’ Pp 


tion — that will 


develop instant 


“PICK-UP”? to the demand for 


your product. 


If you do not know that OUT- 


DOOR 


ADVERTISING will do 


this for you in Detroit — let us 
give you more of the facts! 


WALKER & C°O. 


OUTDOOR ADVERTISING 


USES CUDGELS 
IN BEHALF OF 
TRANSCRIPTIONS 


Proskey Replies to Attack by 
Aylesworth 


New York, Dec. 18—The attack 
on electrically transcribed radio pro- 
grams launched by M. H. Ayles- 
worth, president of the National 
Broadcasting Company, in a recent 
address before the Chicago Adver- 
tising Council, was vigorously an- 
swered by H. H. Proskey, vice-presi- 
dent of the United States Adver- 
tising Corporation. 

“Mr. Aylesworth referred to elec- 
trical transcriptions as ‘phonograph 
records,’” commented Mr. Proskey. 
“Literally he is right. But the mod- 
ern electrically transcribed radio 
program bears as much relation to 
a phonograph record as the old- 
fashioned gramophone does to the 
orthophonic Victrola. ~-. 

“Mr. Aylesworth should listen to 
two identical programs over a radio 
receiving set—one electrically trans- 
scribed and the other broadcast by 
living artists. I doubt that he could 
tell which is which. 

Genesis of Feature 

“Doesn’t Mr. Aylesworth know 
that the amazing popularity of 
Amos ‘n’ Andy—which led to their 
engagement for personal appear- 
ances over the N. B. C. net work— 
was created wholly through the use 
of electric transcriptions which ap- 
peared daily on individual stations 
syndicated by the Chicago Daily 
News, and sponsored by local ad- 
vertisers? 

“The spot program has a definite 
place in broadcasting. It enables 
the advertiser to place his messages 
where and when they will do him 
the most good. It minimizes waste 
and puts the broadcasting appropri- 
ation on a more efficient basis. 

“Spot broadcasting does away 
with the necessity of using a num- 
ber of stations which do the adver- 
tiser no good but for which he must 
pay. That is a fundamental evil of 
the broadcasting chain. 

“Just suppose an advertiser with 
distribution in only three territories 
of a total of 15 encompassed by a 
broadcasting chain desires to use 
radio broadcasting. Should that ad- 
vertiser be compelled to use the en- 
tire chain of 15 stations when three 
would suffice? 

Another Example 

“Certainly, Mr. Aylesworth doesn’t 
think that an advertiser with dis- 
tribution confined to New York 
and New Jersey, should spend his 
money in the Saturday Evening 
Post. The United States Advertising 
Corporation has clients who use the 
chains as well as those who use 
spot broadcasting. For example, we 
have one new client going on a big 
network January 15, and another 
going on the air through a string 
of spot stations about February 15. 
The plan that fits one would not fit 
the other, for reasons of product 
distribution. 

“Both are using high quality and 
expensive programs; both seek to 
advertise products through the 
medium of entertainment and the 
spoken word; the only difference 
between the two programs is that 
one is direct from the talent and 
the other is electrically transmitted.” 


Heads Fan Group 
J. M. Frank, president of the Ilg 
Electric Ventilating Co., Chicago, 
was elected president of the Na- 
tional Association of Fan Manufac- 
turers, representing 80 per cent of 
the ventilating fan and blower in- 
dustry, at the annual meeting. 
R. Shaw, B. F. Sturtevant 
Company, Boston, was made vice- 
president. 


Get Radio Expert 
The Allan M. Wilson Company, 
Los Angeles agency, has secured 
services of Allan Jackson, formerly 


of KNX, as radio account executive. 


the |- 


Colgate Helps 
Stockholders 
With Shopping 


Stockholders of the Colgate-Palm- 
olive-Peet Company, Chicago, were 
given an opportunity to do their 
Christmas shopping effectively when 
the company devised an ensemble 
package of its 11 products, and of- 
fered it to holders of stock at a con- 
siderable reduction from the retail 
price of $5.75. 

The plan had a double purpose: 
that of helping stockholders with 
their gift problems and that of bene- 
fiting the company by putting the 
assortment in the hands of those 
who may not have used them before. 
The offer was emphasized in a 
handsome folder to _ stockholders, 
which made it easy for them to list 
the names of friends, the company 
taking care of the details of mail- 
ing, etc. 

The mail piece, incidentally, was 
largely the work of Stuart Sherman, 
youngest son of L. B. Sherman, vice- 
president of the Simmons-Boardman 
Publishing Company, Chicago. 


Running Mate 
to Spud Offered 
by Axton-Fisher 


Louisville, Ky., Dec. 18—The 
Axton-Fisher Tobacco Company, 
which has made a large seller of its 
menthol-cooled cigarette, Spud, has 
come out with a running mate for 
that product in the form of a men- 
thol-cooled pipe tobacco, known as 
Fairway Mixture. 

Like Spud, the new line will sell 
for 20 cents, or five cents higher 
than the usual price. 

Edward Helck, vice-president of 
the company, said that advertising 
plans are incomplete. 

“Production has not yet reached 
the point where we are able to sup- 
ply all of our jobbers,” he explained. 

“The product has taken well and 
we have received many inquiries 
from consumers who know the Spud 
cigarette and are anxious to become 
acquainted with its companion.” 


Gets Furnace Account 


The Boynton Furnace Co., New 
York, manufacturer of house heat- 
ing boilers, hot water tank heaters, 
and ranges, has appointed Charles 
Austin Bates, Inc., New York, as its 
advertising counsel. 


REMOVE BAN ON 
THOMPSON PLAN 


Changes in the million dollar gift 
plan of William Hale Thompson, 
Chicago’s Mayor, to stimulate busi- 
ness, have made it a voting contest 
instead of a lottery, the postoffice 
has ruled, and the ban on sending 
promotion matter through the mails 
has been lifted. 

Instead of pulling prize-winning 
names out of a hat, the Mayor will 
allow the public to vote for its 
favorites. The million will be shared 
by those getting the greatest number 
of votes. 

Chicago stores will issue coupons 
with every purchase of 25 cents or 
more. Each coupon will count a cer- 
tain number of votes. 

The Federal Radio Commission 
has also indicated there would be 
no direct interference with the plan. 
A protest was lodged with the com- 
mission by the Chicago Association 
of Commerce. 

First award will be $100,000, sec- 
ond, $50,000, and the third, $25,000. 
In addition, there will be 16,500 
awards of $50 each. 

A unique feature of the plan is 
that the number of votes for each 
coupon will depend on the purchas- 
er’s income. 

Each coupon will count for fifty 
votes for every person whose income 
is less than $2,000 a year, and the 
scale of credits ranges downward as 
follows: 

Forty votes for incomes from 
$2,000 to $5,000; 20 votes for in- 
comes from $10,000 to $25,000; ten 
votes, $25,000 to $50,000; five votes, 
$50,000 to $100,000, and one vote 
above $100,000. 

In addition, every person whose 
income is less than $5,000 a year 
will get ten votes additional for 
every minor child and invalid de- 
pendent. 

Storekeepers provide. the cash 
awards by paying $2.50 per thou- 
sand for the coupons. 


Veth with Rudge 


J. J. Veth, formerly with the 
Erickson Company, now McCann- 
Erickson, Inc., has joined William 
Edwin Rudge, Inc., New York print- 
ing house. 


Three More for Blaker 


The Blaker Advertising Agency, 
New York, has been appointed by 
the Hanley Company, Inc., Snead & 


Business papers and direct mail 
will be used. 


Company and Vitaglass Corpora- 
tion. 


MID-WESTERN 


ERN BANKER 
25th Year 
OMAHA 


IOWA BANK 
DIRECTORY 
20th Year 
Des Mornes 


UNDERWRITERS 
REVIEW 
37th Year 

Des Mornes 
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wage Talk to These Bankers 
ae Who Serve 21 Million People 


Worth 65 Billions of Dollars 


pat mary PPROXIMATELY 21,000,000 people live in the 
MILWAUKEE five states of Minnesota, Wisconsin, Illinois, 
Michigan and Indiana. Their estimated 

CENTRAL WEST- wealth is just under $65,000,000,000, 


Would you like to talk in an advertising way to 
the home town financial counsellor of the owners of 
this wealth? You can do it through the Mid-Western 
Banker — that personal magazine of the banking 
executive in these great Mid-western states. 


Sell the Local Banker through the pages of the 


MID-WESTERN BANKER 


Milwaukee 
One of the DePuy Publications 


Reaches the es gg of 
Minnesota, Wisconsin, Tlinois, 
Michigan and Indiana 


CHICAGO: William H. Maas, Vice-Presi- 
dent, 1221 First Nat’l Bank Bldg. . . NEW 
YORK: Frank P. Syms, Vice-President, 25 
W. 45th Street. . . MINNEAPOLIS: Frank 
8. Lewis, 840 Lumber Exchange Bldg. 


‘as 


re 


> ee OLS Ot 


0 Set st ct eR OO 


ond bean ot lle ee ef Trem 2a 4] ee OO OO cms ®&® @ofrno wa 


a ee ee ae ee 


i 2 ae en, RE eae oe a eee iM Cire ye By ak aR A ig Ee iin RR ecg ead ae Pee es ces, a Be 2S Tee oP ree eae eee 2 a. «SAAR Sis on cial ae AR pate aid, CAMA Longs Soe te, mle ON - h, Sreenani 
ae ales ™ ) 
a (2 a es 
ee . 
he | | | | 
m es 
: | 
al , : 
A Ny P i -. P = ’ ; = { | 
ee es = *. — se 3 
ane. ie eget 
cae jue ig . a as —_—- | 
ara ca si qa # | 
a ot Ses . 
nae —" | tl 
ee oe | b 
ras “2 et a } Ww 
att toe Ge! tae | 
ae nal ae ee tk 
Se sae ee t 
tr 
. Pe re 
7 m 
- el 
a 
h 
a ce 
mm 
tl 
cl 
te 
tc 
u 
— Ww 
p 
a 
: 0) 
in 
ai 
s 
s 
,  P 
ti 
nine | e 
is 
t! 
Ss 
t 
a 
FC . 
pe v 
eS ee | 
ies 
| DEPUY 
Sei ee —§ 
ee re 
« 
7 BGs 
™ - SO ZG 
| ZOLA 
—_—— YY Yitze Za eee” 
a 


= | 


i 


RRET Hil 


_ Se 7 - 


December 20, 1930 


ADVERTISING AGE 


NEW CLOTHING 
SERIES BRINGS 
FLOOD OF IDEAS 


Hart Schaffner & Marx Strike 
Popular Note 


The Hart Schaffner & Marx ad- 
vertising, which introduced two in- 
novations this year, may present a 
third in the newspaper campaign 
beginning in March, when readers 
who have volunteered material for 
the new style of advertising pat- 
terned after “Believe It Or Not,” 
Ripley’s syndicated newspaper fea- 
ture, may be permitted to collabo- 
rate. 


The “It’s A Fact—” advertise- 
ments were designed to be both 
entertaining and instructive, to get 
away from the stereotyped style that 
has been characteristic of clothing 
copy and to capitalize on the ro- 
mance and interesting facts behind 
the scenes in the manufacture of 
clothing. In physical form and con- 
text, the advertisements are similar 
to the Ripley feature, each making 
use of from four to six fact items, 
with illustrations for each. 


The company stages two news- 
paper campaigns a year, for which 
approximately 100 papers are used 
on a weekly basis. Each campaign 
involves a series of from 10 to 12 
advertisements, breaking at the 
start of the retail selling seasons in 
September and March. 


Dealers Like It 


When the new advertising ap- 
peared this fall, it created a sensa- 
tion among the company’s 3,500 deal- 
ers. Before the campaign was fin- 
ished, 200 dealers, located where 
there was no paper on the company’s 
schedule, were repeating the adver- 
tisements at their own expense, the 
addition of their signatures being 
the only change. 

Another unexpected development 
was a flood of suggestions from deal- 
ers and newspaper readers for 
“facts” that could be used in the 
advertisements. This has suggested 
to Carl W. Chapin, advertising 
manager, that he adopt the proce- 
dure of newspaper columnists and 
Ripley himself, who use material 
from such sources with credit. 


If Mr. Chapin carries out the idea, 
the results will be interesting, both 
from the standpoint of the adver- 
tisements themselves and the good 
will engendered in those who derive 
personal publicity. The amount of 
newspaper advertising carried will 
afford about 125 chances a year to 
“make” Mr. Chapin’s feature. The 
number of contributions already re- 
ceived, despite the lack of any rea- 
son for correspondents to think ma- 
terial might be needed, makes it 
apparent that the response will be 
amazing when readers learn from 
by-lines that contributions are being 
used. 


Flood of Material 


As a matter of fact, Mr. Chapin 
already has enough material on 
hand to last at least two years. Not 
only have all departments of the 
Hart Schaffner & Marx organization 
contributed, but executives in the 
woolen and findings houses doing 
business with the company have also 
given a hand. 

The company’s magazine adver- 
tising was likewise revamped this 
year, much to the delight of the 
dealers whose places of business 
have been publicized. This series 
makes use of the first page opposite 
reading in The Saturday Evening 
Post, a position the company has 
held on a 13-time basis for 26 years. 

The idea of devoting two-thirds of 
the space to a painting of a dealer’s 
store, short prestige copy linking the 
dealer’s standing with the company’s 
line, and a striking layout with 
multi-colored borders and the text 
in reverse, is also explained by Mr. 
Chapin as an effort to get away 
from the stereotyped and, at the 
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same time, to simplify the advertis- 
ing message. 

“If we can impress the people of 
the country with the simple fact 
that wherever our clothing is sold 
there will be found the leading busi- 
ness of its kind in the community, 
where the customer is assured of 
style, service and dependability, we 
will be satisfied,” Mr. Chapin said. 

The entire cost of this advertis- 
ing is absorbed by Hart Schaffner & 
Marx. The plan has been possible 
because there is only one franchise 
holder in each city, and the dealers 
are featured in turn according to 
the size of the city. 


New Series Popular 


In the beginning there was some 
doubt as to how the company’s other 
dealers would receive point-of-pur- 
chase advertising based on the mag- 
azine copy, especially since, in some 
cases, the retailers featured were 
near enough to bring in competitive 
feeling. 

This doubt was dispelled by a live- 
ly demand for the dealers’ helps, the 
smaller dealers particularly evinc- 
ing the desire to share the prestige 
of the establishments advertised by 
displaying store advertising empha- 
sizing the fact that they carry the 
same merchandise. 

While results from this advertis- 
ing, based partly on its value as a 
novelty, are considered satisfactory, 
Mr. Chapin does not think it ans- 
wers the requirements for a perma- 
nent style. It will be terminated at 
the end of the second year, possibly 
several months before. 

Hart Schaffner & Marx were the 
first national advertisers of men’s 
clothing, beginning in 1898 with 
quarter pages in The Century. 


Ahrens Announces 


Editorial Combination 
Following the purchase of Na- 
tional Hotel Review by the Ahrens 
Publishing Co., New York, an edi- 
torial combination has been an- 
nounced. 

The paper, to be known as Hotel 
Review, will confine its circulation 
to the East. The remainder of the 
country will be covered by Hotel 
World. 

Beginning January 1, Hotel Re- 
view, like Hotel World, will be 
issued as a 12-page weekly news- 
paper in tabloid size, supplemented 
by a monthly magazine edition. 

R. W. Davis, formerly publication 
manager of "Institutional Jobber, 
has been appointed advertising man- 
ager of Hotel World and Hotel Re- 
view. 

Howard E. Taylor has joined the 
Ahrens staff. He is a former secre- 
tary of the Society of Restaura- 
teurs. 

John H. MacCorison has been ap- 
oointed advertising manager of In- 
stitutional Jobber. Gene Van Guil- 
der, who has been on the editorial 
staff of Institutional Jobber, has 
become editor. 


Bloom Is Youngest 


Agency President 
With the incorporation of the 
Bloom Advertising Agency in Bos- 
ton, Aaron §S. Bloom becomes the 
youngest agency president in the 
country. 
Mr. Bloom opened the agency 
about a year ago. He is the founder 
of the Advertising Guild of Boston. 


No. 41 of a Series 


Straws in the 
Wind... 


A new department—‘‘Straws in 
the Wind.” Strictly speaking, it 
is not a department at all. It is a 
designation for three or four ar- 
ticles or stories which will ap- 
pear under this general heading 
each month. 

Rather than bore you to death 
explaining it, we'll tell you what 
the articles are in the January 
issue. 

1. “A Little Exam” 

by Thomas Beer 
9. “Why Poets Leave Home” 


by Conrad Aiken 
3. “Earthquake” 
by Maxim Gorki 
4. “Air Pockets and Aviation 
Progress” 


by Robert Morris Burtt 
These are in addition to the 
COMPLETE Novel and the short 
stories and the regular articles. 
They are what is known on the 
RKO as ‘‘an extra-added attrac- 
tion,’ and if you will look closely 
at the topics and at the authors 
included, you will gain a clearer 


perated with the younger gener- 
ation. At least he was this 
summer. At his resort hotel there 
were various omniscient young 
ladies and gentlemen, so Mr. 
Beer and a few of his friends 
gave them a list of 40 questions 
to test their knowledge of the 
very modern era of which they 
were so proud. Whether you 
can do any better at answering 
than the young people did is up 
to you. (Privately speaking, a lot 
of the questions floored us, but 
there are days when we are not 


bright.) 


idea of what extra-added attrac- 


tion can mean. 


Thomas Beer is a little exas- 


Here are a few of the questions: 
1. Who is George Santayana? 
2. What is the normal period of 
gestation in human beings? 
3. Who is A. S. Eddington? 
4. What is chromium? 5. Who 
was Tillmann Riemenschneider? 
6. List five motor-cars made in 
England? 7. Who wrote “The 
Enormous Room?” 

Conrad Aiken, winner of the 
Pulitzer poetry prize, has gone 
to England to live. There was 
considerable rumpus about it in 
literary circles when the change 
took place. Mr. Aiken now 
gives his reasons for the deser- 
tion of his native shores. They 
are reasons of importance to all 


those interested in American let- 


ters and American life. 

Maxim Gorki is a writer of 
world fame. Because of his health 
he spends much time in Italy. He 
was there last year in the midst 
of the earthquake which wrought 
such great destruction. As a par- 
ticipant in the disaster, his ac- 
count of it is a document of 
utmost significance. It makes liter- 
ature of a news event. 

Robert Morris Burtt is a young 
man who not only writes of avia- 
tion but carries on an active life 
as a flyer. He tells why aviation 
as an industry would have had a 
bad decline even if the stock 
market had remained firm, and he 
gives what may be the solution 
of aviation problems. 

In short, four articles by four 
authorities, showing which way 
the wind is blowing in this year 
of our Lord, 1931. Starting the 
year right in January Scribner's. 


JANUARY 


SCRIBNER'S 


Banks Plan More 


1931 Advertising 

Members of the Financial Adver- 
tisers’ Association will spend 22.5 
per cent more for advertising in 
1931 than in 1930, according to a 
survey conducted by Preston E. 
Reed, executive secretary. Mr. Reed 
gave the results at a meeting in De- 
troit this week. 

About 40 per cent of those queried 
will increase their appropriations 
from 4 to 100 per cent; 40 per cent 
will retain the 1930 figure, and 20 
per cent will cut. 


Radio Advertisers 


Renew Their Contracts 
Three 52-week radio advertisers 
have renewed their contracts with 
the National Broadcasting Company. 
They are the Armstrong Cork Co., 
General Motors Corporation and 
American Radiator & Standard 
Sanitary Mfg. Co. 

McKesson & Robbins, Bridgeport, 
Conn., will start a weekly radio fea- 
ture over the N. B. C. network De- 
cember 23. It will be called the 
“McKesson Musical Magazine.” 


To Be “American Forests” 

With its January issue, American 
Forests and Forest Life, Washing- 
ton, D. C., will become American 
Forests, Fred E. Hornaday, business 
manager, has announced 


Single Detail 
Halts Campaign 
for Prohibition 


All that the American susiness 
Men’s Prohibition Foundation, Chi- 
cago, needs to start the 10 million 
dollar advertising campaign de- 
scribed in detail by an advertising 
magazine, is the 10 million dollars, 
Fred D. L. Squires, secretary of the 
organization, indicated. 

“While we are not at liberty to 
give exact figures,” said Mr. Squires, 
“the response to our requests for 
donations has been somewhat dis- 
appointing. 

“During ten months’ activity, we 
have received about 2,000 contribu- 
tions to our advertising fund, most 
of them for small amounts.” 


The Crusaders, militant wet or- 
ganization, also of Chicago, will do 
considerable advertising, but will 
confine it to pre-election periods. 

Ira L. Reeves, executive secretary 
of the Crusaders, said that his or- 
ganization has 1,500 “battalions,” 
numbering from one to several hun- 
dred members. The membership fee 
is $1, but many members contribute 
more. 


Indiana Has New 
Outdoor Association 


The Outdoor Advertising Associa- 
tion of Indiana has been formed, 
with Harry S. Rogers as secretary. 
Mr. Rogers has opened offices in the 
—- of Trade building, Indianap- 
olis. 

He will call on all outdoor adver- 
tising interests in the state to per- 
fect the Indiana organization. 


Women Greet S. Claus 


Mayor Frank Murphy and Kris 
Kringle were guests of honor at the 
annual Christmas luncheon of the 
Women’s Advertising Club of De- 
troit December 16. embers of the 
Adcraft Club were also present in 
numbers. 

A delegation from the Detroit 
Free Press Old-Song Singers’ So- 
ciety provided entertainment. 


Now Casmir & Laird 


Casmir, Laird & Co., New York 
agency, has become Casmir & Laird, 
Inc. The following additions to per- 
sonnel are reported: 

Russell Bacon as art director; 
Ruth A. Businger, account repre- 
sentative and copy; D. C. Casmir, 
Betty Dwyer and Edmund Ireland, 
account representatives. 
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The World Isn’t Finished Yet 


It is getting to be the fashionable 
thing to condemn the machine age, 
and to attribute to it many of the 
present problems of unemployment 
and lack of maximum prosperity. 
The fact that the peak of prosperity 
was reached under conditions cre- 
ated by the development of mass 
production, which is possible only 
through highly efficient mechanical 
operations, is not apparently re- 
garded by these critics as incon- 
sistent with their position. 

When the first machines were in- 
vented, laborers who were displaced, 
temporarily, by these mechanical de- 
vices were enraged and sought to 
destroy them. But as new machines 
were introduced, wealth, meaning 
the material things which are neces- 
sary to life and comfort, was pro- 
duced in ever-increasing volume, so 
that where there was formerly want 
and privation, practically everybody 
acquired the means for comfortable 
living. 

Today’s highly complicated ex- 
istence, as it is called, against which 
critics grow eloquent, is the result 
of the manufacture of necessities, 
comforts and luxuries in large vol- 
ume, by improved mechanical meth- 
ods, which permit these products to 
be supplied to the consumer for 
much less than it would be possible 
to do if less efficient methods of pro- 
duction were employed. 

Who would care to give up his 
bath-room, his central heating sys- 
tem, his automobile? Yet these are 
all characteristic products of a ma- 
chine age. The average man today 
has more comforts, more leisure, 
than kings and emperors formerly 
enjoyed. His slaves are not human 
beings, but machines. It sounds fine 
to say that mankind is being en- 
slaved by machinery, as some critics 
of our type of civilization insist, but 
the facts are that mankind in gen- 
eral has been released from drudg- 
ery in direct proportion as machines 
have been substituted for hand- 
work. 

The farmer is suffering at this 
moment from over-production, but 
where is the farmer who would like 
to dispense with his tractor, his 
gasoline engine, his silo-filler, and 
the other machines which now do 
the work which former generations 
of farmers did by hand? The 
farmer’s wife formerly broke her 
back pumping and carrying water. 
Now it is pumped for her by a gaso- 
line engine, and she probably has 
running water and bath-rooms in 
her home, just like her city sister. 
Yet these things are the products of 
our much-criticized machine age. 

The average life of man is being 
extended, because fewer babies die, 
and contagious diseases and those 
due to unsanitary conditions are be- 
ing wiped out. That your chances 
of living longer than your parents 
lived are good is due to the fact that 
you are living in a machine age, in 
which huge engineering structures, 
which insure a healthful water sup- 
ply, the disposition of community 
wastes and other services required 
for the successful operation of large 
cities, have a part. 


Those who say there are too many 
machines simply suggest, as Charles 
F. Kettering, head of the General 
Motors Research Corporation, points 
out, that this is a finished world, 
with just so many things to be pro- 
duced, so much labor to be done, so 
much wealth to share. Yet,.as he 
of all men so well knows, this is 
far from being the case. There are 
dozens of directions in which prog- 
ress in the immediate future is cer- 
tain, because of successful research 
on the problems which they involve. 

When research finds the answer 
to these problems, and engineers the 
methods which those answers in- 
volve, there will be new machines 
making new products. The world 
will be complicated to the extent in- 
volved in their operation—but it will 
be a better world because of them— 
better because more comfortable, 
more healthful and more satisfac- 
tory for the individual fo live in. 

One of the amazing phenomena of 
the machine age is advertising. Me- 
chanical progress has been made in 
the graphic arts, just as in other 
directions. Only through these effi- 
cient machines is it possible to pro- 
duce newspapers, magaziness and 
printed advertising in the huge 
quantities required by the necessi- 
ties of distribution, based on mass 
production. Because advertising is 
cheap and efficient, because distri- 
bution of advertising is prompt and 
inexpensive, we can find markets for 
the output of our machines, and 
thus enable everybody to share in 
the wealth which they produce. 

The problem of today is not one 
which can be solved by scrapping 
the efficient machinery which the 
twentieth century knows. It is not 
a problem which can possibly find 
its solution in a return to the so- 
called simple life, in which every 
man is chiefly concerned with keep- 
ing his body warm and his stomach 
full. That is indeed the simple life, 
but it is the life of the cave-man. 

There is dislocation of employ- 
ment, due, as the phrase has it, to 
technological causes based on the 
improvement of mechanical methods. 
There is over-production of commod- 
ities, due to failure of our distribu- 
tion machinery to get these goods 
into the hands of those who can use 
them. These are problems which 
need to be studied and which will 
be solved by better management of 
manufacturing and merchandising, 
and the sounder use of advertising 
to move the goods of industry into 
the places where they can be con- 
sumed. 

They will be solved, too, by the 
successful employment of the same 
methods which have already made 
this the machine age—the develop- 
ment of new and worth-while prod- 
ucts, the development of new and 
still more efficient machines. For 
these things mean nothing more nor 
less than the possibility of supply- 
ing more people with the things 
which make life attractive. Our 
problem today is wholly one of dis- 
tribution, merchandising and adver- 
tising. The machine age will carry 
us forward, not backward. 


Information for 
Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertising manager or 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE: 


196. The Home Town Paper of the 
Free-est Spending City in 
the World. 

While the weekly income of the 
easy-going folk of the amusement 
world averages $72.62, this sum is 
insignificant in comparison with the 
tremendous totals spent by the seven 
major divisions of the amusement 
field. The Billboard reports in this 
booklet that “Amusement Town” 
paid out last year $3,750,000,000 to 
amuse the American people. 


187. Comparisons. 

A portfolio of letterheads selected 
by The Folks on Gospel Hill, Marion, 
O., to simplify selling by mail. 


188. The Southern Market. 

A 48-page booklet published by 
Holland’s Magazine, Dallas, depict- 
ing the marketing factors peculiar 
to the 12 southern states, which have 
a population of 27,000,000. The 
booklet describes the growth of the 
South in population, manufactured 
goods, bank deposits, imports and 
exports, purchasing power, school 
expenditures, ete., and analyzes dis- 
tribution of population, buying 
habits, jobbing centers and retail 
outlets. 


189. Overseas Advertising and Mar- 
keting Service Manual. 


This 44-page booklet published by 
the Importers Guide, New York, 
serves as a primer for American 
manufacturers desiring to enter for- 
eign markets. It discusses foreign 
sales policies, training merchants, 
preparation of sales letters, routing 
representatives, making investiga- 
tions, foreign banking practices, etc. 


190. Buffalo Wholesale-Retail Route 
List. 

A 60-page pocket-size booklet con- 
taining routed lists and maps for 
salesmen calling on the grocery, 
meat and confectionery trades in 
Buffalo. A summary classifies the 
retail outlets by rental class, popu- 
lation and type of ownership. Pub- 
lished by the Buffalo Evening News, 
Buffalo, N. Y. 


191. The 1930 Survey of the Oil 
Burner Industry. 


A survey in booklet form made by 
Fuel Oil Journal, New York. The 
selling experiences of leaders in the 
domestic burner field are reviewed 
and current tendencies in marketing 
are described. The booklet includes 
an estimate of the domestic burner 
market for 1931. 


192. Columbus, Ohio. 


A triple folder which pictures the 
resources and commercial activities 
of Columbus. Published by the Co- 
lumbus Citizen. 


193. Time’s First Report to the 
Audit Bureau of Quality. 

This is an analysis of the buying 
power of Time readers. It reports 
that 60.2 per cent of their incomes 
are over $5,000 a year; 35.7 per cent, 
over $10,000, and 14.7 per cent over 
$25,000. 


194. The Marketing of Store Equip- 
ment and Supplies. 

This booklet by Retailing indi- 
cates that the big market for store 
equipment is among department 
stores with annual net sales of more 
than $1,000,000. It tells how the 
publication’s circulation coincides 
with the market. 
194a. The Marketing of House and 

Home Furnishings. 

This study shows that in depart- 
ment stores doing an annual volume 
of from $2,000,000 to $5,000,000, 
home and house furnishings ac- 
count for 26.3 per cent of sales. 


(Continued on Page 11) 
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PRICE-CUTTER 


—Farm Implement News 


Voice of the Advertiser 


Mr. Dawson Discusses 


Nujol Copy Appeal 

To the Editor: Years ago Fletcher 
plastered every barn in the country 
with the slogan, “Children cry for 
i” 

Now the Nujol copy-writer comes 
along with the information that 
“children love it.” 

Can’t you just picture the modern 
youngster at the _ soda-fountain 
pleading with his father, “Don’t buy 
me ice-cream, I wanta glass of 
Nujol.” 

I can just hear the shouts of glee 
as the kids gather around the tree 
on Christmas morning and find bot- 
tles of “what they love” tucked in 
their stockings! 

Then too, why not substitute it for 
milk in Junior’s bottle? I’m sure he 
will go wild about it! 

Of course, we don’t question but 
that Stanco conducted a test. with 
ice-cream and candy versus Nujol 
and the lubricating oil won hands 
down! 

The wording “clean inside” prob- 
ably refers to the copy-writer’s 
cranium, and after reading the copy, 
I don’t question the veracity of the 
statement. 

C. H. DAWSON 
Chicago, Il. 


* * * 


Against “So-Called 


Sanity in Advertising” 

To the Editor: Anent your edi- 
torial of December 13: Do you 
really believe that old wheeze about 
it being dangerous to discuss base- 
ball, religion and politics? 

It would be looked upon as com- 
mendable if some advertiser took a 
page-shot at Communism or Social- 
ism. But suppose they enjoyed a 
following of several million voters, 
then how about it? 

If it is a shrewd antic to tell the 
prospect he will be a dead one unless 
he learns to play the cornet, or 
flushes his oral cavity six times a 
day, or if the ladies fail to consume 
many quarts of Lydia Pinkham’s 
elixir and enemy of recurrent pains, 
why isn’t it good business, to advo- 
cate (without attacking any one) 
the return of a beverage a survey 
indicates is most desirable? 

No, this fetish of playing safe and 
with so-called sanity in advertising 
should be given the gate. The Gobel 
people must know that if they can 
aid in the return of beer it will profit 
them handsomely. 

The younger generation unac- 
quainted with the sumptuous board 
on which was placed the free lunch, 
the picnic in the country with an 


“eighth” iced near-by, or the succu- 


lent baked ham with its champagne 
sauce, have a treat in store for 
them. 

So, more power to Gobel, et al, for 
their daring. The Cremo cigar ad- 
vertising opened a door and now 
comes Gobel. Who’s next? 

Louis G. DE ARMAND 
Davenport, Iowa 
* * x 


Reflections While . 


Waiting for Grist 

To the Editor: As I sit hump- 
backed over my typewriter, waiting 
for the account executive to feed me 
ideas, I wonder how it feels to be 
like Bruce Barton—able to be so 
definite about things. 

Now that we know how many good 
copy writers there are, I wonder 
whether he’d tell how many agency 
chiefs there are who never make 
wild statements. 

I wonder if the good copy writers 
named were given nice shiny gold 
stars and I wonder whether the men 
who are conducting the search for 
good copy writers would be willing 
to pay for them, if they were found. 

Chicago, Il. 
* * * 


Companies Unconnected 
To the Editor: ADVERTISING AGE 
recently reported that the writer 
has secured control of the Consoli- 
dated Poster Advertising Company. 
The fact is that the stockholders 
of this company are the same as 
heretofore. I became president of 
the company in an advisory capacity, 
but retain my connection with the 
General Outdoor Advertising Com- 
pany. 
There is, however, no connection 
between General and Consolidated. 
C. M. BRYAN 
Lousiville, Ky. 
* * * 


How Chains Are Helping 


Independent Dealers 

To the Editor: While it is true 
that a large percentage of the total 
retail business is done by a small 
percentage of stores, we are in no 
way lessening our efforts on inde- 
pendent dealers. We are firm in the 
belief that the independent is far 
from dead—in fact, he is developing 
into a better merchandiser every 
day through the stimulus of chain 
store competition. 

There will always be room for the 
better chains and the better inde- 
pendents. We are not reducing our 
contact with the latter. 

B. G. Peck 
Secty., Fitzgerald Mfg. Co., 
Torrington, Conn. 
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ADVERTISING AGE 


Dancan’s New Work 


Alex Duncan has joined the Can- 
adian Valentine Company, Walker- 
ville, Ont., and has been succeeded 
as advertising manager of the Glid- 
den Company, Toronto, by Hugh 
Hales. 


Club to Frolic 


Foster Hayes has been appointed 
chairman of a committee to arrange 
the second annual mid-winter frolic 
of the Advertisers’ Club of Cincin- 
nati. The date has not been set. 


Dover in Canada 


The Dover Mfg. Co., Dover, O., 
manufacturer of electric irons and 
appliances, will establish a factory 
in Canada. 


No. 24 


IN A SERIES OF 
Information Bulletins 


ON THE ARCHITECTURAL PROFESSION 


HE relationship of a man 
‘on his architect is similar 
to that between a man and his 
physician. You retain the prac- 
titioner of your choice, tell 
him as much as possible of 
your aims, needs, mode of life 
(or business), and seek his 
diagnosis. 


It will be well to realize the 
fact that you can tell him how 
large and what quality you 
want, allowing him to ascer- 
tain for you what it will cost; 
or else you can bind him as 
to quality and cost, allowing 
him to tell you how much 
building you can secure for 
that amount; or, again, you 
can bind him as to size and 
cost, in which case he will tell 
you what quality is obtain- 
able. Manifestly it is not pos- 
sible for you to specify all 
three of these governing fac- 
tors—size, quality, and cost, 
since any two of them will 


necessarily determine the 
third. 


We have put some facts of 
this kind into a little booklet, 
“This Man, the Architect.” 
We shall be glad to send a 
copy of this upon request, 
without charge, to anyone 
who is interested. Please en- 
close a self-addressed stamped 
envelope. 


6 a oe 


Publishers of 


ARCHITECTURE 


— the professional journal —and 


of books on architecture 


A member of the National Shelter Group, the 
Audit Bureau of Circulations and the Associated 
Papers, Ine. 


Business 


a 


I : 

’ CHARLES SCRIBNER’S SONS } 
) 597 FIFTH AVE., NEW YORK J 
I Please send without charge @ copy of = 

| <«This Man the Architect” } 
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Says Big Radio 
Institute Must 
Be Established 


Philadelphia, Dec. 18—Nenette 
Marchand, who sang as the 
“R.K.O. Girl” on the Radio-Keith- 
Orpheum Hour last season, was 
awarded the Achievement Medal of 
the Poor Richard Club following an 
address on radio advertising at a 
meeting of the club. be 

The presentation was made by 
John B. Geraghty, chairman of the 
club’s luncheon committee. 

Miss Marchand is the first woman 
to receive the award. The club is one 
of the oldest advertising organiza- 
tions in the country. 

After apologizing for her inabil- 
ity to deliver a good speech, Miss 
Marchand held the attention of the 
large audience of advertising men 
for half an hour by discussing the 
program, timing and control room 
difficulties met daily in the big 
broadcasting studios. 

“When the plans for a radio 
period are completed, artists selected, 
and orchestrations arranged, the 
ideas are often necessarily upset by 
the advertiser, and the whole plan 
has to be rebuilt,” Miss Marchand 
said. 

“It is my prediction that before 
long a great Radio Institute will be 
established for the development of 
every kind of radio talent necessary 
in building up a well-rounded, virile 
program for any kind of broadcast. 
Such a scientific treatment will be 
the solution of radio’s great prob- 
lem, and most of the waste will be 
removed.” 

Miss Marchand gave an interest- 
ing demonstration of the difference 
between her singing methods on the 
stage and at the microphone. To 
show her method of concert singing 
she did the waltz song from “La 
Boheme,” and followed it with 
“Dance Away the Night” as she 
sang it frequently on the R.K.O. 
Hour. 


A. M. A. Accepts Two 


Two more products have been 
given permission to use the accepted 
seal of the committee on foods, 
American Medical Association, Chi- 
cago. 

They are Kemp’s sun-rayed pure 
tomato juice, made by the Sun- 
Rayed Co., division of Kemp 
Brothers Packing Co., Frankfort, 
Ind., and Whitefield genuine orange 
juice, a product of the Whitefield 
Citrus Products Corp. of California, 
Fullerton, Cal. 


Dr. Hubbel’s Formula 


with Porter Agency 
The Hubbel Products Corp., manu- 
facturer of Dr. Hubbel’s formula 
for pyorrhea and trench mouth, has 
appointed the Porter Corporation, 
Boston, to direct its advertising. 
New England and New York 
State newspapers and direct mail 
will be employed in a special dis- 
tribution campaign. 


Publisher Files 


Bankruptcy Petition 
James B. Brown, publisher of the 
Louisville (Ky.) Herald Post, filed 
a voluntary petition in bankruptcy 
in the federal court December 11. 
This action followed the recent 
closing of the National Bank of 
Kentucky, of which Mr. Brown was 
president. 


Loveland Elected 


E. B. Loveland, advertising man- 
ager of Stanco, Inc., New York, was 
elected second vice-president of the 
Insecticide and Disinfectant Manu- 
facturers’ Association at the annual 
meeting. 

The new president is Robert C. 
White, of the Philadelphia company 
of that name. 


Made Club Officer 
William C. Arthur has become 
vice-president of the Pittsburgh Ad- 
vertising Club, succeeding Fred 
Weston, resigned. 
Mr. Arthur is advertising instruc- 
tor at the University of Pittsburgh. 


Stop Hotel Exhibits 


The Graham-Paige Motors Corp., 
Detroit, will abandon hotel exhibits 
during the national automobile shows 
in New York and Chicago, it has 
been announced. 


MISS MARCHAND RECEIVES POOR RICHARD 
MEDAL 


Get Steel Account 


Ketchum, MacLeod & Grove, Inc., 
Pittsburgh, is now handling the ad- 
vertising of the Jones & Laughlin 
Steel Corp., of that city. George C. 
Congdon is the company’s advertis- 
ing manager. 


RUPERT fi] THOMAS 


Don’t Forget the 
Architect 


If your product is specified by 
architects—or if it should be— 
it will pay you to give careful 
thought to the architectural end 
of your advertising. 


Continue your consumer cam- 
paign full swing—but don’t pass 
the architect by as being “‘cov- 
ered” by one lone paper in a 
miscellaneous trade paper 
schedule. 


We would like to tell you how 
we handle campaigns and what 
they have accomplished for lead- 
ing companies whom we serve. 


Rupert Thomas, -4dvertising 
11 W. 42nd St., New York 


An agency specializing in build- 
ing materials and equipment 


YOU CAN MAKE 7ALK/ES’ 
OUT OF YOUR SILENT ENVELOPES 


te 


—and you can insure the kind of reception given to your mail 
matter by using only good envelopes, each one carrying upon its 


face an attractive design in color and text. 


The prestige and reputation of your company and its product 
demands this modern method of mail presentation. First impres- 


sions always will be lasting ones, and how 


better could you 


“broadcast” the high class character of your good company than 
by using the free white space on the face of your envelope. 


Utilize this extra function of your envelope—the small additional 
cost of color-printing attractive designs and display text is negli- 
gible as compared with any other kind of advertising you may use. 


ENVELOPES 


are just Good Business 


ENVELOPE MANUFACTURERS’ ASSOCIATION OF AMERICA .. 


TRY THIS! take your colored pencils and rough 
in some color in the above envelope design. 
See how effectively you can make your 
envelopes a dominating advertising medium. 


- 19 WEST FORTY-FOURTH STREET, NEW YORK CITY, NEW YORK 
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ADVERTISING AGE 


December 20, 1930 


Release Reports 
on Census of 
Distribution 


Washington, D. C., Dec. 18— 
Six reports of the census of dis- 
tribution have been released by the 
Bureau of the Census. 


The first covers the baking pow- 
der, yeast and other leavening com- 
pounds industry. Of 1929 sales of 
$51,996,000, 48.4 per cent went to 
branches and 39.9 per cent to whole- 
salers. The remainder was divided 
as follows: 9.9 per cent of total 
sales to retail establishments; 1.8 
per cent to industrial and other 
large consumers. 


Total sales of manufacturers of 
firearms aggregated $21,335,000, 
80.4 per cent being to wholesalers, 
18.8 per cent to retailers and to in- 
dustrial and other large consumers, 
and 0.8 per cent to home consumers. 
The volume of all of these sales 
made through manufacturers’ 
agents, selling agents, brokers and 
commission houses was 7.5 per cent. 

The fireworks industry had a 1929 
volume of $6,771,000 and 81.3 per 
cent was sold to wholesalers. Re- 
maining sales were divided as fol- 
lows: 9.0 per cent to fairs, civic 
organizations, etc.; 3.8 per cent to 


retailers; 1.5 per cent to other 
manufacturers, and 4.4 per cent to 
consumers. 


Of the total sales, 23.7 per cent 
were made through manufacturers’ 
agents, selling agents, brokers and 
commission houses. 

Of 1929 malt production of $22,- 
884,000, 23.1 per cent was sold to 
wholesalers and sales branches of 
manufacturers; 23.7 per cent to re- 
tailers, and 53.2 per cent to indus- 
trial and other large consumers. 


In the hat and cap materials in- 
dustry, 89.2 per cent of the 1929 
output of $22,961,000 went to 
manufacturers, and 10.8 per cent to 
wholesalers, jobbers and retailers. 


The cork products industry had a 
production of $22,055,000, of which 
73.2 per cent went to wholesalers, 
retailers and manufacturers’ sales 
branches and 26.8 per cent to indus- 
trial consumers. The volume of these 
sales made through manufacturers’ 
agents, selling agents, brokers and 
commission houses was only 2.0 per 
cent. 


Weeklies Organize 

The Allied Weeklies of Kings and 
Queens Counties has been formed 
in New York by 15 publishers of 
weekly papers. A co-operative ad- 
vertising campaign is_ planned. 
Hugo Sesselberg, publisher of the 
Flatbush Observer, Brooklyn, is 
chairman. 
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RELATION BETWEEN HIGH POWER AND RADIO SALES 


Estimated annual sales 
of radio sets 


If 28 additional 
broadcasters get 
high-power licenses 


N\ 


SS 


\ 


/f present broadcasting 
conditions continue 


1930 1931 1932 


Annual sales of radio-receiving sets, 1922 to 1930, showing 
influence of broadcasting conditions on public’s purchases 


—Electronics 


Gaw Discovered with 
Private Food Line 


George Gaw, of the Gaw-O’Hara 
Envelope Co., Chicago, was dis- 
covered financing a private coffee 
and doughnut line by the Chicago 
Daily News, which spredd Mr. Gaw 
over Page 1 in a recent issue. 


Reach National 
Advertisers and Agents 
From the News Angle! 


ADVERTISING AGE, the National 
Newspaper of Advertising, supplies 
an exclusive service in presenting the 
news of advertising the country over. 


There’s an urgency 
demands immediate 


tional advertisers and agents read 
ADVERTISING AGE with eagerness 


and zest. 


The news background gives you an 
opportunity to approach these pros- 
pects from a new direction. 
want to know what’s going on. 
ADVERTISING AGE tells ’em — 


every week. 


You can put over your story, with 
real coverage of the national adver- 
tising field, at small expense through 
AGE. Want the 


ADVERTISING 
details? 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 
CHICAGO, 537 So. Dearborn St.— 420 Lexington Ave., NEW YORK 


about news that 
attention. Na- 


They 


TEA CAMPAIGN 
DOUBLES U.S, 
CONSUMPTION 


Bureau Director Describes 
India Advertising 


New York, Dec. 18—Consumption 
of India Tea in this country has 
doubled in three years, L. Beling, di- 
rector of the India Tea Bureau, told 
members of the Advertising Study 
Club at the Fraternities Club. Walter 
Elwood Meinzer, advertising man- 
ager of the Great American Tea 
Company, presided. 


The organization offered an ir- 
resistible plan to tea packers of the 
United States. Instead of insisting 
that they discard the labels which 
they had used and advertised for 
years, the India Tea Bureau offered 
them a powerful new sales weapon 
in the advertising campaign waged 
for India tea. 


The bureau’s trade-mark, a map 
of India, could be used in addition 
to that of the individual packer, it 
was explained, provided his brand 
contained more than 50 per cent of 
India Tea. 


The India trade-mark was ex- 
ploited in The Saturday Evening 
Post, Ladies’ Home Journal, Wom- 
an’s Home Companion, Good House- 
keeping and Junior League Maga- 
zine, about 400 newspapers, and a 
number of trade journals, including 
Progressive Grocer, Spice Mill, Tea 
and Coffee Trade Journal, National 
Grocers Bulletin and Modern Merch- 
ant. 


Tie Up to Schools 


The newspaper advertising was 
geared to 300 cooking schools, many 
of which were sponsored by the 
dailies. Local campaigns were con- 
centrated into the period during and 
after these schools. Packers co-op- 
erated closely during this time by 
bringing special sales effort to bear 
on retailers in the way of special 
tea displays, by distributing promo- 
tion literature and by sampling. 

Packers were also encouraged to 
advertise simultaneously with the 
India Tea Bureau, the two adver- 
tisements usually being placed in 
juxtaposition. 7 

The copy in both newspapers and 
magazines was of an _ iconoclastic 
nature, designed to dissipate some of 
the misunderstanding found to pre- 
vail among housewives on the sub- 
ject of tea. 

A typical piece of copy was head- 
ed, “Imagine her embarrassment,” 
and it explained: 


Explain Orange Pekoe 


“Like many American women, she 
took pride in telling her guests she 
always served ‘orange pekoe’ tea. 
She believed ‘orange pekoe’ meant 
finest quality. 

“Imagine her embarrassment when 
she was told that ‘orange pekoe’ re- 


ferred only to the shape of the leaves 
—that it was far more important to 
know where the tea was grown.” 


The success of the campaign in- 
dicates that this appeal, based on 
the pride of the average American 
woman in her knowledge of house- 
keeping, was psychologically sound. 

The India tea campaign in this 
country was initiated by Sir Charles 
Higham, of London, and William H. 
Rankin, of New York. They formed 
the India Tea Bureau to function as 
a co-ordinating agency and to pro- 
mote the sale of tea in general and 
India tea in particular. 


Mr. Beling explained that the cur- 
rent advertising appropriation of 
$250,000 has been raised by self- 
imposed tax on the principal India 
tea growers. 


The campaign is handled by Paris 
& Peart, New York agency. 


Heater Association 
in Trade Campaign 
The Industrial Unit Heater As- 
sociation has authorized an adver- 
tising program in business papers to 
familiarize the trade with a new 
standard code for rating unit heat- 
ers. 


The copy will be placed by Sim- 
monds & Simmonds, Inc., Chicago. 


Open Coast Office 


The Bayless-Kerr Company, 
Cleveland agency, has opened an 
office in Los Angeles, under the di- 
rection of Jerrold C. Arnold, for- 
merly of N. W. Ayer & Son. 

The agency is again handling the 
advertising of HyVis motor oil, 
which was in other hands in 1930. 


Share in “Melliand”’ 


Eugene K. Schwartz and Clarence 
Hutton, editors, and Ralph W. Read, 
business manager of The Melliand, 
New York textile paper, have be- 
come members of the firm. 

Up to the present Marcel Melliand 
has been sole owner. 


Adopt Standard Size 


The sales promotion publication 
of the refrigeration department of 
the Westinghouse Electric & Mfg. 
Co. will take an eight-column stand- 
ard newspaper size with the January 
issue. It has been five columns here- 
tofore. 


Is Service Director 


Stanley H. Chambers, formerly 
vice-president of Alfred Wallerstein, 
Inc., New York, has become vice- 
president and director of service for 
Redfield-Coupe, Inc., of that city. 


Jersey Publisher Dead 


Brainard Smith, publisher of the 
Ridgewood (N. J.) Herald, died in 
that city December 11. Mr. Smith, 
who was 85 years old, spent 25 
years in Ridgewood. 


With “Nation’s Business” 
Robert C. Anderson, Jr., formerly 
with Popular Science Monthly, has 
joined the advertising staff of Na- 
tion’s Business, Washington, D. C. 


Select Toronto 


The 1931 convention of the Insur- 
ance Advertising Conference will be 


held in Toronto, it has been decided. 
The dates are October 4-7. 
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ADVERTISING AGE 


Lasker Chooses 
To Serve Only 
Smart People 


The 1930 billing of Lord & Thomas 
and Logan, Chicago agency, will be 
50 million dollars, according to B. C. 
Forbes, publisher of Forbes Maga- 
zine, whose daily newspaper com- 
ment is syndicated throughout the 
country. 

This figure compares with 40 mil- 
lion in 1929 and 30 million in 1928, 
according to Mr. Forbes, who quoted 
Albert D. Lasker, chairman of the 
board of Lord & Thomas and Logan, 
as follows: 

“We choose to work only for smart 
people, people who would be success- 
ful without us. All our clients have 
actually done a larger volume of 
business this year than last—al- 
though, of course, the dollar total in 
a few cases has been less because of 
the decline in prices. 

“Unless a client has in his busi- 
ness the potentialities of growth, the 
elements of success, we are not in- 
terested in handling his advertising. 
Unless our clients grow and prosper, 
we wouldn’t be able to grow and 
prosper. So we are careful to pick 
only such concerns as have in them 


leadership prospects and qualities. || 


“Our clients, as a rule, spend more 
money in poor times than in boom 
times, because they can make more 
headway over competitors. That is 
exactly what has been happening 
this year.” 

Mr. Forbes explained that Mr. 
Lasker started with Lord & Thomas 
33 years ago at $10 a week and is 
now “the wealthiest advertising man 
in the world.” He added this com- 
ment: 

“TI have known ‘A. D.’ for 20 years 
and my analysis of him is that he 
has a mentality not surpassed by 
half-a-dozen men in any line of busi- 
ness in this country. His unique 
success is no accident.” 


New Car to Have 
Million-Dollar 


Appropriation 


Oakland, Calif., Dec. 18— The 
Devaux-Hall Motors Corporation has 
been formed here to manufacture 
and market a new low-priced car to 
be known as the Devaux Six. The 
new car, to have its premiere at the 
Chicago Automobile Show January 
24, will be supported with a million 
dollar advertising appropriation. 

The principals in the new com- 
pany are Col. Elbert J. Hall, co-de- 
signer of the Liberty Motor and 
consultant to General Motors Cor- 
poration and the Ford Motor Com- 
pany, and Norman Devaux, who has 
been president and general manager 
of the Durant Motor Company of 
California. 


Plants of the new company wil} 
be located here and at Grand Rapids, 
Mich. 


The advertising will be handled 
by James Houlihan, Ine., coast 
agency, which will establish a Chi- 
cago office for the purpose. 


Joins Boston Agency 


Arthur S. Roberts, former senior 
manager in the London office of 
Lever Brothers, Ltd., has become an 
account executive with Nelson, Dun- 
can & Harlow, Boston. More re- 
cently, Mr. Roberts has been with 
the Rodney E. Boone Organization. 


Macfadden Pays Bonus 


About 500 employes of Macfadden 
Publications, Inc., New York, will 
receive $18,000 in Christmas bonuses 
this year.True Story, one of the 
Macfadden publications, had its best 
year in 1930, with a billing of $3,- 
546,345. 


Field’s Takes Smash 


Something new in the way of ad- 
vertising was seen in Chicago De- 
cember 15 when Marshall Field & 
Co. took all four pages of a roto- 
gravure supplement to the Chicago 
Tribune. 


DAILY HAS NEW 
SAMPLING PLAN 


Hollywood, Cal., Dec. 18— The 
Hollywood Daily Citizen has made 
it possible for an actual sample of 
a manufac- 
turer’s pro- 
duct to be at- 
tached to his 
advertise- 
ment and be 
distributed to 
the home with 


the news- 
a paper. 
TO TASTE W. O. Min- 
cher, national 
TREE Pp 
advertising 


manager of 
the Citizen, 
gave this ex- 
planation of 
the newplan: 

“The man- 
ufacturer’s 
samples must 
be delivered 
to us in an 
appropriate 
form for at- 


IS TO LIKE IT 


Seetettianetty tachment to 
the space 
provided in 

fomee the display 
advertisement. In the event the 


sample itself cannot be attached, it 
is enclosed in an envelope. One 
sample is attached to the advertise- 
ment in each copy of the paper 
delivered to readers. 

“This method insures 100 per cent 
distribution, as everyone receiving 
a copy of the paper also receives a 
sample of the advertised product.” 

Mr. Mincher originated the idea 
in 1926, when he was advertising 
manager of a New York daily. 

The first manufacturer to use the 
plan at that time was the Colgate- 
Palmolive-Peet Company. Others 
who adopted it were the Royal Bak- 
ing Powder Co., B. T. Babbitt, Inc., 
Standard Oil Company of New Jer- 


sey and others. 


St. Louis Group 
Makes Experts 
Prove They Are 


St. Louis, Mo., Dec. 18—Thomas 
Alexander and Cecil Widdifield, 
president and sales manager, re- 
spectively, of Collins & Alexander, 
Chicago photo-engravers, appeared 
before the Production Departmental 
of the Advertising Club of St. Louis, 
to tell about “Curing the Fits of 
Advertising Men.” 

Mr. Alexander is a technical ex- 
pert and the production men made 
him prove it before the meeting, 
which developed into a question and 
answer period, was over. 

The production group exhibited a 
good deal of curiosity about the 
brass halftone for newspaper work. 

Mr. Alexander said that many ad- 
vertisers regard it as superior to 
zine and as good as copper, the price 
being about the same as the latter. 
Brass gives a cleaner bottom and a 
nice dot, he said, and doesn’t under- 
cut. 


Cigar Expert Dead 

Eugene Vallens, former manu- 
facturer of the La Preferencia cigar, 
at one time the largest ten-cent 
seller in the country, died in New 
York last week. 

Mr. Vallens sold his business to 
the Havana American Tobacco Co., 
of which he became vice-president. 


Heads Council 


Harry C. Knight, president of the 
Southern New England Telephone 
Co., New Haven, was elected presi- 
dent of the New England Council 
December 19. John S. Lawrence, 
Boston, was re-elected treasurer, 
and Dudley Harmon, executive vice- 
president. 


R. B. Peattie Dead 


Robert Burns Peattie, whom the 
Associated Press reported dead 
many years ago, passed away at 
Tryon, N. C., December 15. He was 
a widely known newspaper man. 


After Christmas We Hope 


to Have Time to Look into 


This De oN Thing! 
Press! 


We've been too busy making gains to give much thought to 


the depression. In October 


50,946 lines in advertising and 1,186 papers per day in cir- 
culation. Then we hammered away on November and have 
that month licked to a frazzle! Now, December. When the 
Christmas rush is over we are going to add up our totals for 
1930 and look back over the bad year. 


P.S. The office boy has just discovered that we can show a 
loss by multiplying our telephone number by the city editor's 
age and subtracting the total from our linage record for the 


first ten months of 1930. 


P.P.S. Just look at these October figures: 


372,134 lines 423,080 lines 12,117perday 13,303perday 


May we send your selling message into more than 96% of the 
homes of this busy industrial city? 


THE BAYONNE TIMES 


“Bayonne’s Only Newspaper” 
BAYONNE, N. J. 


National Advertising Handled Direct 
HARRY L. SHAVER, NATIONAL ADVERTISING MANAGER 
Member A.B.C, and A.N.P.A. 


alone we made increases of 


A.B.C. Circulation 
1929 1930 


HE hospitals are being over- 

whelmed with people who 
are in critical need of care yet who 
this year have not the money to 
pay for it. 


Thousands of undernourished, 
out-of-work people are distracted 
with worry over the sickness of a 
husband, or wife, or child. 


It is impossible for the hos- 
pitals to give people free care un- 
less someone gives the money to 
pay for food, medicines and nurs- 
ing. The hospitals get no help 
from the funds raised for other 
work—such as that for the un- 
employed. 


Send contributions to THE 


Whether it is a broken leg, an 
operation, or an infectious dis- 
ease, it is a terrible thing to have 
no money to pay for the medical 
care necessary. 

This year, especially, care in 
such cases must be given free. 


Advertising and Publishing 
Interests raise money for 


Free Hospital Care 


The United Hospital Fund is try- 
ing to raise this year as near one 
million dollars as possible to pay 
for free care in 57 of New York’s 
foremost hospitals. 


The Advertising and Publishing 
interests have formed the Com- 
mittee on the opposite page to 
help in this work. Everyone in 
either Advertising or Publishing 
will want to do his share. 

Give individually or give through 
your firm. Send to address below. 

$1.00 from every person in Ad- 
vertising and Publishing would help 


thousands of hard-up people from 
sickness back to health. 


UNITED HOSPITAL 


Committee of Advertising and Publishing Interests 


for the United 


Hospital Fund 


George J. Auer, New York Herald Tribune, Chairman of Newspaper Publishers Division 
K. H. Fulton, General Outdoor Advertising Co., Chairman Outdoor Advertising Division 
Cornelius Kelly, Kelly-Smith Co., Chairman of Publishers’ Representatives Division 


Stanley Latshaw, Butterick Publishing Co., 


Chairman of Magazine Publishers Division 


Malcolm Muir, McGraw-Hill Publishing Co., Chairman of Business Publishers Division 
Stanley Resor, 7. Walter Thompson Company, Chairman 


John Abbink, Business Publishers Inter- 
national Corporation 

E. Ahrens, Ahrens Publishing Co. 

George E. Barton, Amsterdam Agency, Inc. 

Mortimer Berkowitz, American Weekly 

Raymond Bill, Federated Business Publi- 
cations, Inc. 

Frank Birch, Criterion Advertising Company 

H. J. Bligh, National Trade Journals, Inc. 

Paul Block, Pictorial Review Magazine 

J. F. Bresnahan, The World 

Harry Brown, New York Evening Post 

L. Ames Brown, Lord & Thomas and Logan 

J. M. Cecil, Cecil, Warwick & Cecil, Inc. 

H. H. Charles, Charles Advertising Service 

R. P. Clayberger, Calkins &9 Holden 

W. P. Colton, Wendell P. Colton Co. 

Frederick H. Cone, Andrew Cone Agency 

Lester Cuddihy, Literary Digest 

Thomas D. Cutler, The Ice Cream Trade Fl. 

Walter Drey, B. C. Forbes Publishing Co. 

Leonard Dreyfuss, United Advertising Corp. 

L. B. Dudley, Campéell-Ewald Co. 

Henry Eckhardt, Kenyon & Eckhardt, Inc. 

David G. Evans, Evans, Kip & Hackett, Inc. 

Clifford L. Fitzgerald, Fitzgerald Advertis- 
ing Agency 

Hal J. Fletcher, New York Telegram 

Chester Fox, The Evening Journal 

J. K. Fraser, The Blackman Co, 

Edwin S. Friendly, The Sun 

L. H. Frohman, Louis H. Frohman, Adot’g 

H. L. Gage, William H. Denney Co., Inc. 

H. S, Gardner, Gardner Advertising Co. 

Charles C. Green, Charles C. Green Adver- 
tising Agency 

Louis Guenther, The Financial World 

Joseph A. Hanff, Hanff-Metzger, Inc. 

John Hanrahan, The New Yorker 

George E. Harris, The Dauchy Co. 

John H. Hawley, Hawley Advertising Co. 

D. L. Hedges, Good Housekeeping Magazine 

Rossiter Holbrook, Nelson Chesman & Co. 

F. T. Hopkins, National Outdoor Adver- 
tising Bureau 

Winthrop Hoyt, Charles W. Hoyt Co., Inc. 

William H. Johns, Batten, Barton, Durstine 
& Osborn, Inc. 

W. B. Johnston, American Exporter 

T. M. Jones, Ewing, Jones & Higgins, Inc. 

Joseph Katz, The Foseph Katz Co. 


Col. F. Knox, The New York American 

A. J. Kobler, Daily Mirror 

Arthur Kudner, Erwin, Wasey & Company 

H. B. LeQuatte, Churchill-Hall, Inc. 

H. E. Lesan, H. E. Lesan Advertising Agency 

H. T. Madden, Brooklyn Daily Eagle 

Alfred G. Mayo, The Crowell Publishing Co. 

H. K. McCann, McCann-Erickson, Inc. 

Howard Meyers, Realty Periodical Corp. 

Joseph A. Moore, The Morning Telegraph 

Truman S. Morgan, F. W. Dodge Corp. 

T. E. Moser, Moser & Cotins, Brown & 
Lyon, Inc. 

C. D. Newell, Newell-Emmett Co. 

B.M. Nussbaum, United Advertising Agency 

P. F. O’Keefe, P. F. O’ Keefe Advertising 
Agency 

James O'Shaughnessy, Liberty Magazine 

E. W. Parsons, New York Evening Graphic 

G. B. Pearsall, The Wall Street Journal 

A. C. Pearson, United Business Publishers, 
Inc. 

Frank Presbrey, Frank Presbrey Co. 

William H. Rankin, Wm. H. Rankin Co. 

Frank James Reynolds, Albert Frank & Co. 

W. M. Richardson, Richardson, Alley & 
Richards Co. 

Victor F. Ridder, Staats Zeitung 

Philip Ritter, The Philip Ritter Co. 

M. C. Robbins, The Robbins Publications 

J. I. Romer, The Printers’Ink Publications 

Raymond Rubicam, Young& Rubicam, Inc. 

F. B. Ryan, Ruthrauff & Ryan, Inc. 

Thomas Ryan, Pedlar & Ryan, Inc. 

V. O. Schwab, Schwab and Beatty, Inc. 

E. F. Seixas, The Brooklyn Citizen 

G. C. Sherman, George C. Sherman Co., Inc. 

F. G. Smith, Smith, Sturgis & Moore, Inc. 

Daniel Starch, American Association of 
Advertising Agencies 

E. M. Sterling, McMullen Sterling & 
Chalfant, Inc. 

Fred Stone, Review of Reviews 

G. Lynn Sumner, The G. Lynn Sumner 
Company, Inc. 

E. T. Tomlinson, Jr., Doremus & Co. 

Louis Wiley, The New York Times 

Ray T. Wilken, The Daily News 

Mrs. C. G. Wyckoff, The Magazine of 
Wall Street 

Phillips Wyman, McCall's Magazine 


FUND © Care of Stanley Resor, 420 Lexineton Avenue, New York City 
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ADVERTISING AGE 


December 20, 1930 


Aggressive Drive 
Planned by Kester 


General magazines, farm publica- 
tions and business papers will be 
used by the Kester Solder Company, 
Chicago in 1931. The account is 
now handled by Aubrey & Moore, 
Chicago. 

The company manufactures self- 
fluxing solder, with special packages 
for the consumer. 


Miss Jenkins Wins 
Membership Contest 


The team of the Advertising Club 
of Denver headed by Katherine 
Jenkins, won the drive for new 
members, with eight. 

The team captained by Fred Feld- 
wisch turned in seven new applica- 
tions, six other teams trailing. The 
net result was 25 new members. 


New Data on 
mm the Food Field 


A folder presenting a clear 
picture of the Food Field, 
the distributive groups which 
comprise it and their func- 
tions. Has been called the 
clearest presentation of the 
controlling factors in modern 
distribution in the Food 
Field yet produced. You will 
find it exceedingly valuable. 
Send for it today. 


oy 
: 


The New Era in 


FOOD DISTRIBUTION 


37 W. Van Buren St., Chicago 
295 Madison Ave., New York 


REACHING 


every 


IMPORTANT 
FACTOR 


in the buying and selling 
of Sheets, Towels, Blank- 
ets, Quilting, Draperies 
and other textile items 
sold for furnishing the 
home. 


Daily News Record 
and 
RETAILING 


Fairchild Publications 
8 East 13th Street New York 


Always say 
ep & A” 


—because our out-of-town 
customers are just as en- 
thusiasticasare the Chicago 
concerns we serve— just as 
much impressed with the 
quality of our plates and 
mats and the high type of 
service we render. 


Partridge & Anderson 
Company 
Electros - Stereos - Mats 


‘ 


712 FEDERAL STREET . CHICAGO 


ms 
a 


COLOR ON COAL 
IS HELD VALID 
AS TRADE-MARK 


A Similar Method Is Denied 
Registration 


Washington, D. C., Dee. 18—Coal 
is being successfully identified by 
a trade-mark. The Delaware, Lack- 
awanna and Western Coal Company 
is doing this by use of a “plurality 
of blue specks of irregular size on 
the surface of the lumps.” 

The company successfully opposed 
registration of a similar mark by 
the Western Coal Company. 

The Commissioner of Patents sum- 
marized the case as follows: 

“The evidence shows that the 
Delaware, Lackawanna and Western 
Coal Company was in the field two 
years before the applicant with a 
method of identifying its coal by 
spraying a water solution of a blue 
color on the coal as it was loaded 
into the cars. 

“It seems obvious that purchasers 
would be likely to designate the ap- 
plicant’s product also as ‘blue coal.’ ” 

The Western Coal Company 
argued that color alone cannot con- 
stitute a valid trade-mark but the 
Commissioner held that this ques- 
tion was not at issue. 


National Wins Case 


The National Biscuit Company’s 
opposition to registry of “American 
Beauty” as a trade-mark for ice 
cream cones by Joseph W. Sheridan 
was sustained by the Court of 
Customs and Patent Appeals after 
being dismissed by the Commis- 
sioner of Patents. 

The court held that the “confusion 
in trade” clause applies here, in 
spite of the fact that 22 registra- 
tions of “American Beauty” have 
been granted for various products. 

It refused to agree with the Com- 
missioner’s reasoning that “Ameri- 
can Beauty has been used upon such 
a large variety of products that 
the public would be more inclined 
to distinguish the goods than if the 
mark had not been so generally 
used.” 


“Kaffor-Kid” Mark 
Held Valid by Court 


Cincinnati, O., Dec. 18—A large 
number of dictionaries were exam- 
ined before the Circuit Court of 
Appeals for the Sixth Circuit va- 
cated an order of the Federal Trade 
Commission barring the use of 
“Kaffor-Kid” as a trade-mark by 
the Ohio Leather Company. 

The court held that the Commis- 
sion failed to show injurious decep- 
tion of the public. 

Among the tomes which helped 
the court decide that purchasers of 
ordinary intelligence “were not ask- 
ing for any specific skin ancestry” 
in ordering shoes made of Kaffor- 
Kid were Webster’s Imperial Dic- 
tionary, Century Dictionary, Mur- 
ray’s Oxford Dictionary, Encyclo- 
paedia Brittanica, Encyclopedia 
Americana, and the Dictionary of 
Leather Terminology. 

The latter is published by a joint 
committee of tanners and leather 
goods industries, and the decision 
was based largely on its explanation 
that “many leathers are known 
commercially by names of hides or 
skins of which they are not actually 
made.” 

The court said, in conclusion, that 
“the record fails to show any worth- 
while proof of any actual deception 
of the purchaser by the retailer,” 
even though Kaffor-Kid is made 
from the skins of young calves and 
not from kids. 


Study Car Markets 


The Bureau of Foreign and Do- 
mestic Commerce, Department of 
Commerce, Washington, has issued 
two new bulletins, “The Automotive 
Market in Brazil” and “The Auto- 


motive Market in Chile.” 


~ 


BRINGING SILE 


pes “ 


aes tae 


NT MOVIES UP-TO-DATE 


Tee a Fae 


The Bell & Howell Co., Chicago, is introducing the Filmophone, a portable talkie repro- 
ducer, which enables salesmen to explain salient points of the film. 


_ In the case of talking movies, the musical or verbal accompaniment may be cut out to inter- 
ject co.ament or explanation. 


South’s Wealth 
in Big Increase 
in Nine Years 


Nashville, Tenn., Dec. 18—Point- 
ing out that cotton represents less 
than 30 per cent of the total value 
of Southern crops, E. M. MeNeill, 
advertising manager of Lamar & 
Whittemore, publishers, said that 
conditions in the South compare 
favorably with any other part of the 
country. 

“In 1929, Southern agricultural 
values amounted to $4,981,112,000, 
or about 40 per cent of the value of 
all crops produced in the United 
States,” Mr. McNeill said. 

“Of this amount, cotton repre- 
sented but $1,372,000,000, so it is 
evident that King Cotton has been 
dethroned by diversified farming. 

“However, farming is but one 
phase of the story of the South. The 
highway building program involved 
$560,000,000 in 1930. The South is 
producing 67 per cent of the nation’s 
crude oil and one-third of all the 
mineral products of the country, 
while farm, dairy and manufactur- 
ing products are more than one- 
third the nation’s total.” 

Mr. MeNeill said the “Blue Book 
of Southern Progress,” published by 
Manufacturers Record, Baltimore, 
gives an analysis of the South’s 
wealth of 81 billion dollars Lamar 
& Whittemore will send a copy of 
this book to any interested national 
advertiser or agency without charge, 
he said. 


Refrigerators Make 
Big Gain in 1929 


Mechanical refrigerators shipped 
or delivered in 1929 were valued at 
$147,009,000, a gain of 62.9 per cent 
over 1927, the Bureau of the Census 
reports. Production was divided as 
follows: 

Domestic electric refrigerators, 
with cabinets, 596,164, valued at 
$101,980,000 f. o. b. factory: domes- 
tic electric refrigerators, without 
cabinets, 67,908, $8,589,000; ice 
cream cabinets, 52,132, $8,488,000; 
water coolers, 30,433, $3,387,000; 
evaporators and compressors without 
cabinets, $10,264.00; other products, 
including absorption-type refrigera- 
tion systems, $14,298,000. 


Dailies for Jewelry 

The H. W. Fairfax Advertising 
Agency, New York, will use metro- 
politan newspapers for I. Lewko- 
witz, jewelers of that city. 

The Fairfax agency placed the 
copy for the Patrolmen’s Benevolent 
Association, New York, last week. 
This ran in full pages in all metro- 
politan newspapers and every im- 
portant paper in New York State. 


Duties Extended 


William B. Johnson, sales man- 
ager of the Schieffele branch of the 
United States Shoe Co., Cincinnati, 
will act in the same capacity for the 
Alfred J. Sweet Company, succeed- 
ing Charles Heckel, resigned. 

Mr. Johnson will continue to di- 


Must Pay Tax on 
Appliance Sales 


Raleigh, N. C., Dec. 18—A 
public utility which sells ap- 
pliances at stores in several 
towns is subject to the chain 
store tax of $50 a year, in ad- 
dition to the franchise tax, the 
Attorney General has ruled. 

“This retail business,” said 
the opinion, “is in no sense in- 
cidental to furnishing gas to 
the consumer. The company 
is not serving the public in 
such sales, but is conducting 
a private business.” 


™ 


Lehn & Fink 
Tie Up With 
New Talkie 


New York, Dec. 18.—The Lysol 
talkie, now being shown locally for 
this Lehn & Fink product, is a 
seven-minute affair, closely resem- 
bling in general character the talk- 
ing animated animal cartoons which 
are so popular. The title is “A Jolt 
for General Germ.” 

Pure advertising appears only at 
the beginning and end of the Para- 
mount film. The start informs the 
public that the talkie is offered 
through the courtesy of Lysol, Inc., 
and almost at the end of the pic- 
ture a bottle of Lysol with its 
trade-marked label is shown. 

The picture has its own theme 
song, “Some Little Bug Will Find 
You Some Day.” 

The bookings in theatres are made 
free, it is understood, all expenses, 
both for production and distribu- 
tion, being borne by Lehn & Fink. 

To capitalize on its film, Lehn & 
Fink have prepared window stream- 
ers, window cards, and display ma- 
terial tying up with the picture. 
These are to be given to all drug- 
gists who request them. 

The window streamers contain 
scenes from the film. The window 
cards will permit druggists to an- 
nounce the coming of the feature 
to their local theatres. 


Becker Resigns 

Bob Becker has resigned as editor 
of Chicago Commerce, published by 
the Chicago Association of Com- 
merce, and will write a book on fish- 
ing for the Bobbs-Merrill Company, 
Indianapolis. The new editor is 
Howard R. Smith. 


Vote on Cigarettes 
The Oregon Secretary of State 
has announced that the vote on the 
anti-cigarette ballot at the recent 
election was: Yes, 54,231; No, 156,- 
265. About 50,000 failed to vote 
on the issue. 


Philco Doubles Sales 
Sales of Philco radios for 1930 are 
100 per cent ahead of 1929, James 
M. Skinner, vice-president of the 
Philadelphia Storage Battery Com- 


rect Schieffele sales. 


pany, announced. 


Passenger Assn. 
Co-operates in 


Short Drive 


The ten railroads in the Western 
Passenger Association have been 
brought together by the Caples 
Company, Chicago, in a brief co- 
operative campaign to sell reduced 
holiday fares to those away from 
home. 

The campaign began December 8 
and continued until the 19th, when 
the reduced fares went into effect. 
Every newspaper in Chicago and 
four other western cities carried one 
insertion of the advertisement, the 
intervals between insertions depend- 
ing upon the number of newspapers. 

The advertisement for the seven 
Chicago papers was 800 lines. The 
same advertisement, reduced to 200 
lines, was used for out-of-town 
papers. 

While railroads running into Chi- 
cago have carried co-operative ad- 
vertising to advertise excursions and 
reduced holiday fares, this is the 
first time the entire membership of 
the Western Passenger Association 
has participated. 


Overcome Obstacles 


A stumbling block was the diffi- 
culty of prorating the cost on the 
basis of the widely varying facil- 
ities of the roads participating. It 
is understood that high grade diplo- 
macy was exercised at this point. 

An interesting feature of the copy 
was a box which said: 

“Train travel is best—every way 
you figure it! Saves time, money, 
worry—and you go in comfort!” 

According to those in touch with 
the situation, this does not indicate 
permanent co-operative advertising 
by railroads. 

On the contrary, it is said, the 
likelihood of such a development is 
becoming more remote, as competi- 
tion has caused the railroads to de- 
velop so many different means of 
dealing with it that it would be 
difficult to define the uniform basis 
necessary for general co-operative 
advertising. 


Heads Agency 

Following the death of John F. 
Held, Peter VanDalen, widely known 
commercial artist, has been elected 
president of the Held Advertising 
Agency, Seattle. 

Fred Held, a son, will be vice- 
president and treasurer, and Laura 
N. Ashkey, secretary. 


Has Clipper Account 
Simmonds & Simmonds, Chicago 
agency, will use business papers and 
direct mail for the Hand-E massage 
unit of the Wahl Clipper Corp., 
Sterling, Ill. 


Is Storage Agency 


waukee, has been appointed by the 
Hansen Storage Co., of that city. 
Business papers and direct mail 


will be used. 


Freeze-Vogel-Crawford, Inc., Mil-" 
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December 20, 1930 


ADVERTISING AGE 


COTTON PICKER 
GOING STRONG 


The fact that the Cotton Picker, 
a repackaging job that gives cotton 
for household use the character of 
a new product, was introduced by 
the Bauer & Black Division of the 
Kendall Company, Chicago, without 
a line of display advertising, has 
occasioned surprise in view of the 
company’s advertising policies. In 
general magazines alone the com- 
pany spent $350,000 this year to ad- 
vertise its line of druggist’s sun- 
dries. 

Harris Frazier, in charge of ad- 
vertising production, explained the 
situation as follows: 

“We had been at work on the cot- 
ton package idea for more than a 
year, and it was ready for the mar- 
ket the latter part of October, some- 
what sooner than we expected. 

“As we had spent our current ad- 
vertising appropriation, we were 
forced to decide between waiting un- 
til January, when funds would be 
available, and going ahead without 
advertising support. We decided upon 
the latter course, largely because it 
constituted a test of the institutional 
advertising we have been carrying 
the past year. 

“The only advertising given the 
product was a counter display card. 
Since that was all we could buy, we 
gave it as much thought as if we 
were spending thousands. We wanted 
a card that would stress the selling 
points of the product. 


Fix Minimum Order 


“Our salesmen, who were adverse 
to delay in presenting the Cotton 
Picker to the trade, were drilled in 
effective presentation and instructed 
not to take an order for less than 
a dozen. This, we thought, would 
guarantee that any druggist who 
bought would make a real effort to 
sell. 

“To make a long story short, we 
were forced to double our plant 
capacity in less than four weeks 
after our salesmen were given 
samples. 

“Not only have Cotton Picker 
sales exceeded expectations, but the 
new product has proved a tonic for 
our entire business, though it didn’t 
particularly need one. We attribute 
this to the fact that making the 
start in writing up an order is the 
salesman’s hardest job. The demand 
for the Cotton Picker boosted the 
salesman over this grade, and the 
rest was easy.” 

Bauer & Black advertising for 
next year will continue the theme of 
public service rendered by retail 
druggists, but the share of space 
allotted to the company’s products, 
including the Cotton Picker, will be 
increased. 


Heads Milline Club 

R. S. Nicholson, of the San Fran- 
cisco office of M. C. Mogenson & Co., 
was elected president of the Milline 
Club, the city’s junior advertising 
organization, at the annual meeting. 

George Grafft, of the San Fran- 
cisco News, was elected secretary- 
treasurer. Both will assume office 
at the Christmas Jinks December 23. 


Knox Leaves Hearst 

Col. Frank Knox has resigned 
as general manager of the Hearst 
newspapers, a position he held for 
three years. He also spent one year 
as publisher of the Boston Amer- 
ican. 

Colonel Knox has not announced 
his plans. 


Agency for Cleanser 

Cutajar & Provost, Inc., New 
York, has been appointed by An- 
nette’s Perfect Cleanser Co., Bos- 
ton, maker of Annette’s Perfect 
Cleanser. ‘ 

Magazines, newspapers and busi- 
ness papers will be used. 


Heads Pratt & Lambert 

Harold E. Webster, vice-president 
and secretary of Pratt & Lambert, 
Inc., Buffalo, N. Y., paint manufac- 
turers, has become president, suc- 
ceeding the late A. D. Graves. 


DISPLAY CARD 
FOR COTTON PICKER 


prt BAUER BLACK | 


Newspaper Loss 


in November is 
21,865,000 Lines 


New York, Dec. 18—November 
lineage of 121 newspapers in 30 
cities was 21,865,532 less than No- 
vember, 1929, the statistical depart- 
ment of the New York Evening Post 
reports. 

These newspapers carried 105,- 
686,292 lines in November, 1930, 
against 127,733,824 a year ago. 

However, 11 papers made gains 
over a year ago, in spite of the fact 
that 109 showed losses. No city as 
a whole showed a gain in lineage. 

Newspapers which reported in- 
creases were the New York News, 
77,296 lines; New York Telegram, 
36,844; Chicago Post, 426,504; Phil- 
adelphia Record, 145,457; Detroit 
Daily, 11,242; Boston Record, 21,- 
547; Washington Herald, 28,365; 
Washington Evening News, 12,800; 
Cincinnati Enquirer, 15,708; Provi- 
dence Tribune (since absorbed by 
the Providence News), 4,681; Louwis- 
ville Courier-Journal, 23,010. 


Leaves Decker & Cohn 


for Agency Field 
W. E. Smith, vice-president of Al- 
fred Decker & Cohn, Society Brand 
clothes, Chicago, has resigned to join 
the J. Walter Thompson Company. 
He came to Decker & Cohn in 
1928 from the Curtis Publishing 
Company as assistant to the presi- 
dent. More recently he has been in 
charge of distribution. 


Appoints Aviators 

Regional aviation representatives 
have been appointed in four cities 
by the Shell Petroleum Corp., St. 
Louis, as a part of the expansion 
program in its aviation department. 

All of the appointees are practical 
pilots. 


La Tray Steps Up 
Frederick A. La Tray, formerly 
assistant manager of the New York 
City territory, has been made New 
England manager of the American 
Exporter, New York. He succeeds 
the late Ralph M. Bates. 


Promotes Publicity Man 

Arthur N. Sainte-Marie, publicity 
manager of Montreal Light, Heat & 
Power Consolidated, has been ap- 
pointed assistant treasurer, with 
jurisdiction over the public relations 
department. 


Milwaukee Changes 
Street Addresses 


As the result of a change in house 
numbers and street addresses in 
Milwaukee, the postmaster of that 
city has warned advertisers to pay 
special attention to addresses. 


Phoenix Papers Combine 

The Phoenix (Ariz.) Republican 
has purchased the Gazette and the 
two papers will be sold in combina- 
tion only. The name of The Repub- 
lican has been changed to The Re- 
public. 


Baume Bengue to Green 

Thomas Leeming & Co., New York, 
manufacturers of Baume Bengue, 
have appointed the Charles C. Green 
Advertising Agency, New York. 


G, M,C. TO GIVE 
4-HR. PROGRAM 


New York, Dec. 18—Bigger and 
better radio programs will mark 
the holidays. The RCA-Victor Com- 
pany will start the fireworks Christ- 
mas Eve with an elaborate two-hour 
broadcast, while General Motors 
Corporation will stage what is said 
to be the first sponsored four-hour 
broadcast New Year’s Eve. 

These two features will come over 
the National Broadcasting Com- 
pany’s network. 

Plans for G. M. C.’s offering are 
incomplete. The basic idea is for 
the company to be on the air at the 
stroke of 12, whether the listener is 
in New York or San Francisco. This 
necessitated a four-hour broadcast. 

A host of celebrities have been 
lined up for the Christmas Eve cele- 
bration of RCA-Victor beginning at 
11 p. m., Eastern time. John B. 
Kennedy, associate editor of Col- 
lier’s, will serve as master of cere- 
monies. 

He will introduce James Melton, 
tenor; Wilfrid Glenn, bass; Welcome 
Lewis, contralto; Edna Kellogg, so- 
prano; Andy Sannella, saxophone 
and guitar; Johnny Marvin, record- 
ing artist; Leonard Joy; Clyde 
Doerr’s saxophone octette, the Ro- 
sario Burdon orchestra, the Salon 
Singers and others. 


Distillers Are 
Barred from 
U.S. Radio 


Washington, D. U., Dec. 18—Sta- 
tion WMBC, Detroit, asked the Fed- 
eral Radio Commission whether it 
would be a violation of law to broad- 
cast programs of Canadian brewers 
or distillers, and got a prompt 
“Tes.” 

Col. Thad H. Brown, general 
counsel for the commission, in- 
formed WMBC that the 18th Amend- 
ment and the Volstead Act mean 
that the use of alcoholic beverages 
is against the public interest. 

“Any program, therefore, which 
advertises a brewery or distillery 
and creates good will for them 
among the people of the United 
States is creating good will for one 
engaged in the manufacture of a 
product which has been declared by 
law to be against the public inter- 
est,” he said. 

Colonel Brown also quoted from 
Section 29, 18th Amendment: 

“It shall be unlawful to advertise 
anywhere, by any means or method, 
liquor, or the manufacture, sale, 
keeping for sale, or where, how, for 
whom, or at what price the same 
may be obtained.” 


Compile Data on 
Window Displays 


A list of books, pamphlets and 
magazine articles on window dis- 
plays has been prepared by the mar- 
keting service division, Department 
of Commerce, Washington. 

Copies may be obtained without 
charge from any branch office. 


Howley Joins Gray 
Frank Howley has joined the 
creative staff of Jerome B. Gray, 
Philadelphia agent. Mr. Howley 
was formerly a designer and copy 
writer with the Strathmore Paper 
Company. 


Turkish Tobacco 


Plants for U. S. 

The Turkish Tobacco Monopoly 

plans to open tobacco factories in 

the United States to increase sales 

in this country, the Department of 
Commerce has been advised. 


Agency for Ritter 
The P. J. Ritter Company, Phila- 
delphia, manufacturer of Ritter cat- 
sups, spaghetti, etc., has placed its 
advertising account with Geare, 
Marston & Pilling, Inc., of that city. 


Joins Lamb Agency 
G. K. Campbell, formerly with 
Calkins & Holden, has joined the 
James G. Lamb Company, Philadel- 
phia. He will be in charge of art 
and copy. 


RADIO 


var cm 


No. 15 


Chicago 


WHO? 


A single Milwaukee station re- 
ceived 162,797 pieces of mail 
during 1929 from radio listeners- 
in, who wanted information 
about products advertised on 


the air from that station. 


The complete story may be secured from 


SCOTT HOWE BOWEN, Inc. 


Radio Station Representatives 
Chrysler Building, New York 
Philadelphia 


Detroit Dallas 


Cream! 


HOSPITAL MANAGEMENT reaches 
the cream of its field, all over the 
country—the leading institutions ev- 
erywhere, comprising the 
quality and the bulk of the market 
in quantity. 

Recent surveys of our circulation 
in two of the largest cities in the 
country, one in the East and one in 
the West, are available to those in- 
terested in this rich market. They 
lead strikingly and convincingly to 
the lusi ted above. 


u can reach the hospital market 


receiving without additional charge a 
complete sales service—directory, 
dsily information bulletin and list- 
ing of your literature. 


Let us help you get your share of 
one Li on spent 
every month by the hospitals. 


HOSPITAL 
MANAGEMENT 


Member A.B.C.—A.B.P. 
537 S. Dearborn Street 
Chicago, Ill. 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 
ew York 


Subscribe Now! 
Advertising Age 


will keep you posted on the 
significant developments in ull 
branches of advertising. 


$1 a Year---52 Issues 
Use the Coupon 


Advertising Age, 
537 S. Dearborn St., 


Chicago 


You may enter my subscription for one year. I : 
enclose $1 (check, currency, or money order.) 


Compety. 6a. oie rec reeteded 
Geentt GOs 6 60:4 5466 wees 


“eee ee eee H 


ss a oes i, ee Pies ai te ,, Steetine rea i ee ea ee en ee a ees acct a” Se Ma Re eg et! on Jt, aad teh ee 
ae et 
aes}: SS SSS ES wwoouumes— CSCesésS=S? 
i é si iy ‘ 
. f ie ; pe 
JUST cm: } 4 =z 
| OUT —e = 
) > | . a ae 
' pasoanent SE A) ‘ — 
| | Serron ¢ sade ge 
te 4/70, i * P| 
— tee Zl a 
ae Ze, aa j Eee wt: 
;, | ¢ all ick | : 
SP he: hie a 
———— — a : 
m ae 
o ae 
| q 
a | CG & 
| ov /_Arnold - 
Y/ | «ie 
9 | | 
9 t 
Pe 
Y oe 
| with high efficiency and economy - 
——,| a 
| a = 
po 333 North Michigan Ave. Chicago i 
a. | 
= _ ) 
a: 
| | ae 
| oa 
| = 
| en 
| | THE NATIONAL NEWSPAPER OF ADVERTISING | 
| J 
| | | ) 
| : / 
: | — — | a 
| Po id Ee Ne N  nee 
4 q 
2 | ae | ee — : 
) | | _ f 
2 . 
. | Name. —oe 2. 2.8 22 2 Be ee eS. US ®. & & 2 2 Eh ae. Ge ee ee ee q 
a — | ee ' 
6 
" City @ee8eeo@e34«ew#eeeooeodeeeeaeneweaemlmemetmlUCcOeUlmUCOmrmUCOMULUCUCUWUUCUOUCCR US CUB Uh SUDUhRlUeee : 
| | | x 


ADVERTISING AGE 


December 20, 1930 


Publications Reorganize 
Reorganization of the Mackinnon- 
Fly Publications, Inc., New York, 
and its subsidiaries, has been an- 
nounced by Guy L. Harrington, vice- 
president and general manager. 
The company has changed its name 
~ the Radio-Science Publications, 
ne. 

Its publications include Screen 
Book, Science and /nvention, Radio 
News, Amazing Stories, Complete 
Novel, and Complete Detective Novel. 

Other officers are Walter Z. 
Shafer, president; and Laurence A. 
Smith, treasurer. Mr. Harrington 
spent four years with the Macfad- 
den Publications. 


JUST PRINTED 


FOR ADVERTISING AND SALES 
EXECUTIVES SEEKING 
THE UNUSUAL 


“in my 
blaek 
portfolio” 


by KOCH 


and content — you should have 

it—limited edition of 1500 —a 

copy gratis to you . . just write 

to KOCH, 24 W. 56th St., 

N. Y., on your letterhead, 
and say “‘send it”! 


Only 10 other cities* have a daily news- 
paper with as large a circulation as The 


Des Moines 
Register and Tribune 


Over 240,000 Daily 


LD 


*New York, Boston, Chicago, Detroit, Cleve 
land, Philadelphia, Baltimore, KansasCity 
Pittsburgh, St. Louis and Des Moines. 


For Dependable 
Photostat Service 


F.a. RUSSO we. 


> 230 PARK AVE. 509 FIFTH AVE. 
60 E.42ndST. 250 W. 57th ST. 


VANderbilt 9975-6-7 


4» 4» 4» 4m tm tr 


REDUCE YOUR COST 
OF SELLING betters Po canis. 


Folders, Blotters, Booklets, Catalogs, etc., etc. 
Postage an: The Mailb hl 


y since 1915—is entirely 
devoted to Direct Mail Advertising and Selling. 
Tells how to reduce selling cost. Full of sound 
business ideas, information and facts. $2.00 a 
year. At end of year, we return $4.00 if you are 
not satisfied. Send 25c for sample — ° 

: 68 tt treet 
Postage and Mailbag Stockiyn, N.Y. 


A PERSONNEL SERVICE FOR THE 
ADVERTISING PROFESSION 


Confidential, painstaking attention to the indi- 
vidual problems of each client. An interview will 
convince you that we can get you the right con- 
necti under 


agency. 
PROFESSIONAL & OFFICE SERVICE 
(Agency) 


Chrysler, Prop. 
527 Fifth Avenue, New York Murray Hill 10488 


HOOVEN LETTERS, Inc. 


352 Fourth Ave., New York City 
Lexington 6162 
Estab. 1917 Horace H. Nahm, Pres. 
100 Hooven Automatic Typewriters 
Operating Day and Night 
ADDRESSING, SIGNING, 


MULTIGRAPHING, MAILING 


PROVE 283 


AJAX PHOTO PRINT CO., 33 W. Adams St., Chicage 


Daily and Debs 
Co-operate for 
Sweet Charity 


Succumbing to the appeal of char- 
ity presented by socially prominent 
young women, coupled with the 
value of advertising in a medium of 
established value, 78 national and 
local advertisers bought space rang- 
ing from 1/16 to one page in a 10- 
page rotogravure section of the Chi- 
cago Daily News of December 16, 
which was sponsored by the Voca- 
tional Society for Shut-Ins, and sold 
to the organization at cost by the 
newspaper. 

The space was sold by a crew of 
20 young women members of the 
society. The regular rates were 
charged but the society offered to 
furnish any models needed without 
cost from among members and their 
families. 

The 50 advertisers who took ad- 
vantage of the special inducement 
proved themselves resourceful in 
finding work for Junior League 
hands to do. One advertiser did not 
think it beneath the dignity of a 
bud to shovel coal for charity’s sake 
and, apparently, neither did she. 
The names of the social lights who 
posed were noted in every instance. 
A half-page introduction on page 


11 consisted of two panels in which 


strikingly crisp in appearance} 


were reproduced the signatures of 
85 persons contributing $20 or more. 
A similar promotion last year ac- 
complished with the aid of the Daily 
News netted the charity $15,000. 
The proceeds for this year have not 
yet been determined. 


Publisher Must 
Get 30 Per Cent 
of Subscription 


Washington, D. C., Dec. 18—Re- 
ports that the Postoffice Department 
has instituted a campaign against 
publishers who accept subscrip- 
tions at nominal cost were denied 
by Frederic A. Tilton, third assist- 
ant postmaster general, and others. 

Mr. Tilton said, however, that the 
department is standing squarely 
back of the statute and acting 
promptly when complaints are made. 
He indicated that the Postoffice De- 
partment has found publishers anx- 
ious to observe the rules and many 
subscription plans are submitted to 
the department for approval. 

The section of the law regarding 
which some publishers appear to be 
uninformed makes illegal any ar- 
rangement by which “subscriptions 
obtained through agents or agencies 
on commission or in connection with 
clubbing arrangements with other 
publications in cases where the 
amount received by the publisher, 
after deducting the amount allowed 
or paid as commission, or as a re- 
bate, or through other arrangement, 
is less than 30 per cent of the 
amount of the regular advertised 
annual subscription price of the 
publication.” 

Mr. Wood, in charge of the classi- 
fied division at the department, 
quoted as follows from the “Appli- 
cation for entry of a publication to 
the second class of mail matter 
under the provisions of the Act of 
March 3, 1879:” 

“Provided, however, that nothing 
herein contained shall be so con- 
strued as to admit to the second- 
class rate publication designed pri- 
marily for advertising purposes, or 
for free circulation, or for circula- 
tion at a nominal price.” 


Made O’Cedar Agency 

The O’Cedar Corporation, Chi- 
cago, manufacturer of O’Cedar 
household mops, dusters, furniture 
polish, auto polish and O’Cedar 
spray, an insecticide, has placed its 
account with the Dunham, Young- 
green, Lesan Company, Chicago. 

Magazines, newspapers, radio and 
business papers will be used. 


Get Hosiery Account 
Martin-Pilling-Shaw, Inc., Phila- 
delphia, has been appointed to 
handle the advertising of Henry 
Brown & Sons Co., of that city, 
manufacturers of women’s full fash- 
ioned hosiery. 


a soe 


discontinuance. 


Discontinue Dollar Book Plan 


New York, Dec. 19.—Simon & Schuster and Farrar & Rinehart, two of 
the first publishers to sponsor the dollar book plan, have announced its 


Doubleday, Doran & Co. will continue with the idea. 


Turning Point 
Close at Hand, 
Barton Thinks 


New York, Dec. 18—Assuming a 
bullish attitude as to 1931 business, 
Leslie M. Barton, managing director 
of the 100,000 Group of American 
Cities, Chicago, told the Six Point 
League last week that the turning 
point is at hand. 

The meeting was one of the larg- 
est held by the League, 65 attend- 
ing. Hil F. Best, eastern manager 
for M. C. Mogensen & Co., presi- 
dent of the League, presided. 
“Constructive Selling of News- 
paper Space” was Mr. Barton’s sub- 
ject. He described in detail a new 
survey made by the 100,000 Group, 
giving comparative costs of news- 
paper and magazine circulation. 
He urged the newspaper repre- 
sentatives to read their own publi- 
cations more thoroughly. He stated 
that he himself is a great reader 
of newspapers. : 

To prove his contention that the 
1931 outlook is favorable, he read 
extracts from a number of optimis- 
tic news items of the past week 
originating all the way from At- 
lanta to Chicago. He also said that 
he knew of nearly 50 large com- 
panies that during the first nine 
months of this year made a greater 
profit than in the first nine months 
of 1929. 

W. C. Crocco, of the Kelly-Smith 
Company, newspaper representa- 
tive, read Gene Tunney’s appeal for 
funds for the United Hospitals. 

Among the guests at the meeting 
were W. L. Thompson and Tom 
Moore, of the Bureau of Advertis- 
ing, the American Newspaper Pub- 
lishers Association; E. H. Cum- 
ings, space buyer for the J. Walter 
Thompson Company; and James D. 
Fox and William F. Blakesley, of 


the New York offices of the 100,000 
Group. 

George Riley, a former president 
of the League, vice-president of the 
American Press Association and 
president of the Advertising Club 
Golf Association, announced plans 
to fly to San Diego, Calif., for a 
three weeks vacation. 


Car Dealers 
Who Survive 
Will Be Good 


The business depression of 1930 
will prove a blessing for the auto- 
motive industry by inducing the 
lower layer of dealers to transfer 
their talents to some other field, W. 
A. Blees, vice-president in charge of 
sales for the Oakland Motor Car 
Company, Pontiac, Mich., told the 
Chicago Automobile Trade Associa- 
tion at a luncheon at the Sherman 
Hotel. 

Mr. Blees’ remarks indicate that 
the automobile industry is laying 
stress on a limited number of ca- 
pable dealers, a radical change from 
past practices. 

“There have been too many deal- 
ers,” asserted Mr. Blees. “Only 
those who really belong in the car 
field will be there at the end of 
1930.” 

He said that motor car manufac- 
turers want to help the dealer, but 
many of them don’t know how. 

Mr. Blees is a bull on the automo- 
tive industry. He sees a big year in 
1931 and a bigger one in 1932. 

“The used car business is needed 
for the prosperity of the dealer,” he 
concluded. “However, he has got to 
stop making over-allowances. The 
used-car problem belongs to the 
dealer and he is the only one who 
ean solve it.” 


Stewart Resigns 
William R. Stewart, Inc., Chicago, 
has resigned as Western representa- 
tive of Extension Magazine, Chi- 


cago, effective February 1. 


FASHION HAS 
NO GEOGRAPHY, 
PARRISH FINDS 


Gives Results of First Style 
Census 


New York, Dec. 18—“‘American 
women today like the same fashions 
and wear the same types of fashions 
all over the United States. They 
choose the same colors, types of 
coats and dresses and follow the 
same trends.” 

Amos Parrish & Co. gave this 
summary of the first nation-wide 
fashion census taken through news- 
papers and stores in 50 cities. 

“The fashion census proves that 
New York women dress like those 
of Chicago,” said Amos Parrish. 
“Agreeing with them in this respect 
are women of Minneapolis and Bos- 
ton, Atlanta and San Francisco, 
Cleveland and Topeka.” 

“From the thousands of facts 
gathered, these stand out: skirts are 
no longer short nor long. Fashion- 
able skirts for daytime are a medi- 
um, comfortable, practical length. 

“Black is the favorite fashion col- 
or. But it is black with some relief. 
Black coats make up almost half 
the winter coats worn today. And 
over one-third of these black coats 
od trimmed with long-haired light 
ur. 


Styles in Coats 


“The favorite coat silhouette is 
slightly fitted and slightly flared. 


Next is the coat with the wide wrap- 
around and buckled belt. Third, the 
coat with medium wrap-around with 
a belt that ties. 

“Mrs. and Miss United States 
swear by the silk dress. They find 
it most comfortable, practical and 
good-looking. Three-fourths of all 
women counted wore silk dresses. 

“Most of these dresses are belted 
—in fact, well over half of them, 
The bolero dress is the next most 
important in fashion. The tunic is 
third, and the peplum fourth. 

“More than one-half the women 
match their hats to their coats. And 
black, as in coats and dresses, is 
their first choice in hats. 

“Most women like their hats close- 
fitting and brimless. Others prefer 
the hat with the brim that flares 
away from the face, which is sec- 
ond choice. The proportion of tri- 
corne hats is small, but large for a 
new fashion. 

“Kid is the favorite material for 
shoes, with suede second. Less than 
half as many women prefer suede 
shoes as prefer kid shoes. More ox- 
fords were counted than any other 
kind. Second were opera pumps. 
Then the one-strap shoe with the 
center buckle, and the one-strap with 
the side buckle. 

“More women wear medium beige 
or tan stockings than any other one 
color—more than twice as many as 
wear brown, almost three times as 
many as wear the third choice, gun- 
metal and almost four times as many 
as wear medium gray. 

“The plain slip-on glove is worn 
by 50 women of every 100. Second 
choice is the glove with the short 
cuff. Third, the decorated slip-on 
glove. 

“The envelope type handbag and 
the pouch type handbag are almost 
even in favor. The envelope type is 
just ahead of the pouch. Together 
they make up the handbags carried 
by 92 women of every 100.” 


Promoted by “World’ “ 


Joseph Mora Boyle has been ap- 
pointed national advertising mana- 
ger of both the morning and evening 
editions of the New York World. 
He was formerly local advertising 
manager of the Evening World. 


QUIGLEY PUBLISHING COMPANY 


MARTIN QUIGLEY, PRESIDENT 


ANNOUNCES THE CONSOLIDATION OF 


q EXHIBITORS HERALD-WORLD 
and MOTION PICTURE NEWS 


TOGETHER WITH THE ACQUISITION OF 


EXHIBITORS 


DAILY REVIEW 


and MOTION PICTURES TODAY 


THE CONSOLIDATED WEEKLY PUBLICATIONS—EXHIBITORS HER- 
ALD-WORLD AND MOTION PICTURE NEWS — COMBINING THE 


PUBLISHING RESOURCES OF THE TWO INSTITUTIONS, WILL, AT 


AN EARLY DATE, BE ISSUED UNDER THE TITLE 


MOTION PICTURE HERALD 


EXHIBITORS DAILY REVIEW AND MOTION PICTURES TODAY THE 
LEADING DAILY NEWSPAPER OF THE MOTION PICTURE INDUS. 


TRY, WILL BE CONDUCTED BY ITS PRESENT SUCCESSFUL MAN. 


AGEMENT, STRENGTHENED BY THE PERSONNEL AND RESOURCES 


OF THE QUIGLEY PUBLISHING COMPANY, AND WILL BE ISSUED 


AT AN EARLY DATE UNDER THE TITLE 


MOTION PICTURE DAILY 


565 FIFTH AVENUE, NEw YORK 


DECEMBER 15, 1930 
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Information 


for Advertisers 


(Continued from Page 4) 


How these sales are divided is one 
of the interesting presentations 
offered by Retailing. 


195. Scribner’s Magazine, Opinion 
Maker. 

Here is a peep into the editorial 
sanctum and at the mass of material 
which passes over the editor’s desk. 
The method of selection is the basis 
for the publication’s claim that it is 
a maker of opinions among those 
whose opinions count. 


176. The Golf Market. 


Golfdom, Chicago, has completed 
its annual survey of what has hap- 


‘pened among the golf links of the 


country and stated the facts in an 
eight-page booklet. 


124. The Recorder Outlook. 

This is a monthly bulletin written 
by Arthur D. Anderson, editor of 
Boot & Shoe Recorder, New York, 
in which he points out changing 
trends in the industry. Advertisers 
will find this a convenient method 
of keeping informed. 


58. A Bibliography on Color. 

Everybody knows that color is 
usually more effective than black 
and white, but the exact ratio is 
usually a matter of guesswork. In 
this booklet, the Big Four Color 
Committee gives the results of some 
tests on this score. 


84. This Man the Architect. 
What are the functions of the ar- 
chitect? Just where does he fit in? 
What is his influence? What does 
he buy? These are some of the 
questions answered in this tiny 
booklet by Charles Scribner’s Sons. 


21. The Hospital Field. 


Business depression? Here’s one 
group which hasn’t heard of it. 
Hospitals are running at capacity. 
Hospital Management’s booklet tells 
all about it. 


186. Steel—Basic to Industry. 


Everybody knows that steel is one 
of the great basic industries, but 
few know why. The Penton Pub- 
lishing Company gives the facts in 
readable fashion in 32 pages. It 
also tells how this 17 billion dollar 
market is divided. 


187. A Pictorial Survey of the Ho- 
tel and Restaurant Markets. 


Two big sections of the enormous 
institutional market are here pre- 
sented in interesting style in a 36- 
page booklet. The contents include 
number and distribution of hotels 
and restaurants, buying methods, 
sales methods, etc. Issued by the 
Ahrens Publishing Company, New 
York. 


196. Controlling Factors in Selling 
to the Food Field. 

A folder presenting a clear, con- 
cise picture of the modern food field, 
the distributive groups comprising 
it and their functions. Shows how 
a single publication gives coverage 
of the controlling factors. Prepared 
by The Food Trades Publishing Co., 
publishers of The New Era in Food 
Distribution. 


177. Banker’s Influence. 


The influence of the banker on 
purchases, definite enough in the 
city, is even more powerful among 
farm folk, this booklet by the Mid- 
Western Banker indicates. 


Editor Is Dead 
David N. Mosessohn, editor of The 
Jewish Tribune, New York, died in 
that city December 16 at the age of 
48. He was born in Russia but came 
to this country at an early age. 


Directs Pick Sales 
Nat C. Bloch has been appointed 
Chicago manager for the Albert 
Pick-Barth Company, of that city. 
He has been general operating man- 
ager. 


Ban Anonymous 
Publicityon 
Baking Powder 


Washington, D. C., Dec. 18—The 
Federal Trade Commission has 
issued an order enjoining the Royal 
Baking Powder Company from pub- 
lishing anonymously disparaging 
statements concerning products of 
competitors. 
The company elected not to defend 
the charges and consented to enter- 
ing the order without trial, evidence 
or finding. 
The order forbids publishing or 
causing to be published, directly or 
indirectly, derogatory interviews or 
other publicity concerning the na- 
ture, ingredients or effect of its 
competitors’ baking powders, the 
company concealing its connection 
with or interest in such publication. 
Such publicity is not to be pre- 
sented so as to seem to be either 
anonymous or the voluntary inter- 
views or contributions of disinter- 
ested and technically qualified 
authorities. Neither shall such mate- 
rial be published so as to appear to 
be news items not inspired by nor 
published for the use and benefit of 
the baking powder company. 
Another practice ordered stopped 
is the representation that the Fed- 
eral Trade Commission has approved 
or adopted the report of the exam- 
iner in a former case of the com- 
mission against Royal Baking Pow- 
der Company (Docket 540), or has, 
by that method, through such report 
of the examiner, or, in other ways, 
officially determined whether or not 
ingredients of any baking powder 
are injurious to the health of users; 
or that the commission has in any 
way approved any method or sales 
policy of the Royal Baking Powder 
Company. 


Moving Picture 
Publications Merge 


The Quigley Publishing Company, 
Chicago, of which Martin Quigley is 
president, announces the consolida- 
tion of Exhibitors Herald-World 
with Motion Picture News, of New 
York. The consolidated weekly pub- 
lications will be published as Motion 
Picture Herald. 

The Quigley Publishing Company 
has also acquired Exhibitors Daily 
Review and Motion Pictures Today, 
of New York. The paper will be 
conducted by the present manage- 
ment, strengthened by the resources 
of the new owners. The name will 
be changed to Motion Picture Daily. 


William Hodge Scores. 
in Santa Claus Role 


William Hodge, stage star, took 
the role of Santa Claus at the 
Christmas party of the Chicago Ad- 
vertising Council December 18 and 
scored a conspicuous success. 

Harn, managing director of 
the Audit Bureau of Circulations, 
was general chairman in charge of 
the party, assisted by W. Frank 
McClure, of Albert Frank & Co., and 
John Wilson, of the Hygienic Prod- 
ucts Company. 


Get Five Members 


Five new members have joined the 
Public Utilities Advertising Associa- 
tion. 

They are C. K. Brown, Arnold D. 
Brown Studio, Cincinnati; Glen H. 
Campbell, Campbell-Sanford Adv. 
Co., Toledo, O.; Elizabeth S. Mac- 
kay, Central Public Service Corp., 
Chicago; W. D. Thurber, Southern 
Counties Gas Co., Los Angeles, and 
J. P. Walters, Iowa Railway & Light 
Corp., Toledo, Ia. 


Agency Employe Dead 
After European Trip 


Thomas Laurence Nicholson, of 
Critchfield & Co., Chicago agency, 
died in Chicago December 17 after 
a three-day illness of pneumonia. 

Mr. Nicholson recently made a 
trip abroad in the interest of a 
motor car manufacturer. 


Directs Duriron Copy 
A. D. Spofford has become adver- 
tising manager of the Duriron Com- 


pany, Dayton, The Duriron 
account has been placed with the J. 


Horace Lytle Co., Dayton agency. 


PICTURES VIGIL 
OF COPYWRITER 


“The public is adjective weary. It 
is no longer possible to sell goods 
by the power of description. To- 
day, as a preliminary to writing 
copy, the advertising man must fre- 
quently create copy material by re- 
designing the product or devising 
new selling methods. Often, a bet- 
ter job can be done through a nega- 
tive approach than by the conven- 
tional parade of good qualities.” 
Thus Robert B. Davis, copy chief 
of Charles Daniel Frey Company, 
Chicago, summed up his philosophy 
of copy writing in a talk before the 
Women’s Advertising Club of Chi- 
cago at its Christmas dinner party 
December 16. 

Campaigns, real and imaginary, 
were used by the speaker to illus- 
trate his convictions. 

“Suppose,” he said, “that we were 
asked tomorrow to write a campaign 
for the Model T Ford. How many 
would feel capable of writing ad- 
vertising that would sell such a car 
today? Faced with such an assign- 
ment, wouldn’t we immediately sug- 
gest to the Ford company that it 
manufacture a modern car before 
investing in advertising? 

“T imagine N. W. Ayer & Son had 
more to do with shelving the Model 
T and designing the Model A than 
is generally believed. 


Tooth Brush Problem 


“There are now several tooth 
brushes on the market of about the 
same quality, selling for the same 
price and having nearly equal dis- 
tribution. What chance would we 
have to sell one of them with 
straight descriptive copy? 

“Wheat we might do under such 
circumstances is this: We could 
pack two tooth brushes in a box, 
one with a yellow handle and the 
other black. The yellow’ brush 
would be marked ‘A. M.’ and the 
other one ‘P. M.’ 

“We could design an attractive 
package, half yellow and half black. 
On the yellow part there would be 
a rising sun and on the black a 
moon and stars would appear. 


“Then we could advertise ‘24- 
hour toothbrush service,’ tying in 
with the desirability of brushing the 
teeth twice a day, as authorities 
have been advocating for some 
time.’ 

Mr. Davis delved into the experi- 
ences of his own agency for other 
illustrations: 


“One of the most discouraging 
prospects I ever faced,” he said, 
“was an assignment to write do- 
mestic boiler copy for the United 
States Radiator Corporation, De- 
troit. The product was of excellent 
quality and competitively priced, but 
the things the public could under- 
stand about it could also be said of 
other boilers. 


Getting Copy Theme 

“We persuaded the company to 
redesign the product along more 
symmetrical lines and make the 
jacket in two colors, red and green. 
These changes made the product 
unique and gave us something to 
talk about. In the next year this 
client’s sales increased 17 per cent 
against a decline of 17 per cent for 
the industry. 


“Another copy-writing crisis arose 
in connection with S. Karpen & 
Brothers’ account in the days of the 
parlor suite. At this time, the 
company was faced with the compe- 
tition of hundreds of small manu- 
facturers in every city and town, 
who used cheaper materials and a 
low overhead to undersell. 

“When we studied the situation 
with Miss N. V. Field, the com- 
pany’s advertising manager, we con- 
cluded that we would have to create 
a demand that a manufacturer could 
not supply without a large stock, 
big show-rooms, ete. We did this 
with copy stressing the recommen- 
dations of interior decorators that 
living room furniture should not 
match and that all home furnish- 
ings, no matter how inexpensive, 
should show individuality. The way 


to achieve this, the copy pointed 


Wrigley Branch 
Buys Canada Wheat 


Toronto, Ont., Dec. 18—The 
William Wrigley, Jr., Co., Ltd., 
will spend all money owing it in 
Manitoba, Saskatchewan and 
Alberta for wheat up to 1,000,- 
000 bushels, President F. A. 
Ross announced. 

The plan, amounting to an 
exchange of products, will re- 
lieve the situation in the three 
provinces and incidentally 
mae a good investment, he 
said. 


out, was through the careful selec- 
tion of harmonizing pieces. 
“We were helped in driving home 
the idea by other large manufactur- 
ers and progressive dealers. To- 
day, the small, cut-price manufac- 
turer, who was unable to carry the 
large stock required by the new con- 
ditions, is out of the picture. 
Reaching Small Borrower 
“Recently, we have been working 
on a campaign for the Household 


Finance Corporation, Chicago. This 
company, operating in 12 states, 
makes loans to the 85 per cent of 
the population who are unable to 
borrow from a bank, and, of course, 
must charge rates in keeping with 
the risk. 

“This was a job that we had to 
approach with a negative viewpoint. 
To advertise the rates charged or to 
persuade those already having diffi- 
culty in making ends meet to go 
into debt, would only not make ap- 
pealing copy, but would arouse the 
antagonism of state legislatures. 

“What we will do is talk about 
‘paying your bills.’ No _ banker, 
merchant or legislator can help but 
approve of this, and it will make an 
interesting story for those we want 
to interest.” 


Wernecke with Vars 


Orin S. Wernecke, formerly East- 
ern district marketing counselor for 
the McGraw-Hill Publishing Co., has 
joined Addison Vars, Inc., Buffalo 
agency, as director of its industrial 
division. 


Successors to 


WE ARE ART TYPOGRAPHERS 


NOT TYPE TRICKSTERS 


YPOGRAPHY “all prettied up” 
like a lovy-dovy wedding cake? No! 
Typography made starkly repulsive by 
the “back-to-ugliness” cultists? No! 
We stand, squarely between the two, 

for the naturalness that is art and 
the beauty of simplicity 


LEE & PHILLIPS, INC. 
Typographers Who Prove It With Proofs 


228 EAST FORTY-FIFTH STREET, NEW YORK 


MONTAGUE LEE COMPANY, INC. @& FREDERIC NELSON PHILLIPS, INC. 
GRAPHIC TYPESETTING CORP. 


@® CAXTON TYPOGRAPHERS, INC 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


may be purchased at the following News- 
stands in New York City: 


WOOLWORTH BUILDING 
PERSHING SQUARE NEWS STAND 


Entrance Grand Central Station 
49d Street and Park Avenue 


TIMES BLDG,, TIMES SQUARE 


DOUBLEDAY, DORANBOOKSHOPS , Inc. 


Graybar Building 
420 Lexington Avenue 


“everybody reads the news” 
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A well-known gentleman who is scheduled to appear in 
some Twenty Million homes on or about December 25th. . 
Collins & Alexander hope he drops off a big load for you. _ ; 
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